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BLITZ MEETING Sag 
Sure-Fire Technique to Make ~ Aaa 
» Meeting Pay Off Immediately 
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PART I! SALES MANAGEMENT JULY 1, 1955 


Don’t wait till it’s too late — 


Call TWA first! 


You won't find yonrself snowed under 
by delegates’ travel plans if you call 
TWA’s convention representatives in 
to help you! At no extra cost, TWA’s 
convention specialists will handle all 
the details. 


® TWA will contact members, make 
space reservations and arrangements 
for convention flights—even help select 


a convention site. 


® Wide choice of flights and fares, 
from economical TWA Sky Tourist to 
the new Super-G Constellations, 


world’s most luxurious service. 


® Only TWA offers one-airline 
service between 60 U.S. cities and 21 
world centers overseas, providing 
comfortable, convenient service from 
all over the world to your convention 
site. 


© TWA’s stopover privileges permit 
delegates to include a short vacation 
or business trip if thev wish at no 
extra fare. They can take the family 
along. too, with TWA’s Family Half. 


Fare Plan. 


For complete data on TWA convention serv- 
ice, call or write your local TWA office. Or 


write: Convention Manager, Trans 


SAN FRANCISCO 
OAKLAND 


World 
Airlines, 380 Madison Ave., New York, N. Y. 


CURRENT CONVENTIONS and SALES MEETINGS 
USING TWA’s WORLD-WIDE SERVICE 
National Education Association of the U. S. 
Chicago, Illinois—July 3-8, 1955 


Ancient Arabic Order Nobles of the Mystic Shrine 
Chicago, Illinois—Jjuly 10-14, 1955 


National Association of Music Merchants 
Chicago, Ilinois—July 11-14, 1955 


World Baptist Alliance 
London, England—July 16-22, 1955 


Sixth International Congress of Anatomy 
Paris, France—July 17-24, 1955 


National Candy Whoiesalers’ Association, Inc. 
Chicago, Illinois—July 31—August 4, 1955 


SHIP EXHIBITS SWIFTLY AND SURELY 
VIA TWA AIR CARGO 


TRANS WORLD AIRLINES 
U.S.A. + EUROPE - AFRICA + ASIA 


Fly the finest. rnyvtiWA 


oth nell oe 
| 


DIFFERENCE! 


You, too, can have the added touch of proper advance planning by 
using the Planned Show Management services of American Decorating 
Company. An excellent example — the newly established Decorating and 
Furnishings Center in the 1955 National Restaurant Show — an overnight 
success. This center was received with enthusiasm by more than 35,000 
restaurateurs attending the 1955 Restaurant Show. 
Chicago’s Navy Pier was transformed in a few short hours to beauti- 
ful model interiors and exteriors for restaurants. Many months of advance 
planning, in cooperation with the staffs of the National Restaurant Asso- 
ciation, American Institute of Decorators, and the Planned Show Manage- 
ment department of American Decorating Company brought results that 
paid off in another successful feature of the National Restaurant Show. 


’ stg 
Xstinas! fertanraad Amecialioe —* 


Kowwe «Flee Laer. 


The GlieeShop eed 


Why not investigate the many services that Amer- 
ican Decorating Company can perform for your Asso- 
ciation’s show? 


AMERICAN DECORATING COMPANY 


1849. West 24th Street, Cleveland 13, Ohio 
CONVENTION MANAGEMENT Telephone—Tower 1-6045 EXPOSITION FURNISHINGS 
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¢ Reasons Why 


CONVENTIONS os («sen 


Hosiery manufacturers develop a trav- 
eling show to stimulate retail sales per- 
are a@ success 


sonnel to show and sell new colors and 


constructions Pe SHES CESS 
at THE DRI KE | 


Executive Cue Sheet 
For Planning a Meeting 


‘ oh meeting and Guide to elements to consider when you 
1 Four large air conditioned for Plus plan any type of meeting. Cues cover 
et halls with facilities odating from thinking that goes into planning. 

banqu mittee rooms, accomm By Richard Beckhard and Aaron Fein- 
MO oe R00 yersons. b sot, Conference Counselors, Inc. 
age -enient location—on the 
2 Delightfaty utiful Lake Michigan. 
r gs OL DE , season- 
shores 600 sleeping rooms, 300 ice. Prospect Hunting 
: oi a conditioned and have televis Is Exhibit's Job 
air lete ar- 
a : ienced personnel to saggeertcd Son Opportunity to meet prospects is consid- 
‘os ants and make your © ered most important reason for trade 
—— thly and successfully. show participation. Advertising value is 
re rooms: Moderately second. 
5 Three famous dining atmospheric Cape By Athel F. Denham, President, Show 
riced Oak Room, the &" tive Camellia Promotions, Inc. anuies 
‘od Room and the distine 
Coc 
House. . rsonal- 
6 Owner Management proves Sales Convention Is 
ized eaten a exclusive 8 Do-It-Yourself Affair 
7 The Drake, W » more than other leadin 
vantages, costs n 
hotels. 


21 


24 


Dealers spend average of $250 each to 
attend Tupperware’s 


training sessions, 
and they entertain themselves 34 
Chicago 


How to Handle "Squares" 
At Round-Table Discussions 


Nothing encourages constructive thinking 
like a round-table discussion. Success with 
this conference technique lies with the 
leader. 


By Paul Roberts, Principal, McKinsey & 
Company 


40 


How They Unite to Tell 
Their Industry's Story 


Clock and watch manufacturers try first 


joint public relations program with ex- 
hibit in Washington. 


By Robert B. Konikow 


He's Not "Chicken" 
About Using Stunts 


Maybe it doesn’t work for other exhibi- 
tors, but Pennsylvania Refining Co. finds 
trained fowl really help to sell. 


Start from Your Salesman's 
Point of View—and Prove it! 


Let your salesmen tell you what they 
need to do a bigger job. Then show them 
how you have covered their “wants” 


54 
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Coming Soon— 
Company Birthday 


Sooner or later every company has an 
anniversary and it makes. an excellent 
theme around which to build an exciting 
sales meeting. 

By Etna M. Kelley 


Blitz Meeting 


Sure-fire technique to make meeting pay 
off immediately, blitz utilizes talents of 
salesmen gathered -in one city to sell 
every prospect there. 
By Joseph Manusov . 


Public Show Brings 
Wall St. to Main St. 


Investment house and eight other com- 
panies develop new kind of show to 
interest public in stock purchases. 


You Have To Be 
Right the First Time! 


Sampling of delegates toa convention for 
research study is tricky. Recent American 
Legion conclave is used to point out the 
problems and dangers of this kind of 
research. 

By Walter L. Benz, Vice-President, John 
T. Fosdick & Associates 


You Don't Have to Make It 
To Tell How to Sell It 


DuPont never baked a loaf of bread but 
has training film to tell bakery drivers 
how to sell it. 


Super Market Show 
Takes a Whack at Myths 


Show management gives exhibitors free 
telephones, doesn’t let them select booth 
locations, bans sampling, raises registra- 
tion fees and keeps wives out of exhibit 
hall one day. 


Thought of Everything and 
Tied it All to Fire Theme 


Butler Manufacturing Co. took over an 
entire hotel, rented a theater and fire 
engine, and put through as complete a set 
of meeting plans as a dozen imagina- 
tions could devise. 


DEPARTMENTS 

Best I’ve Heard 
Convention Business 
Editor’s Notes 
Exhibit Clinic 
Index to Advertisers 


Meeting and Show News 
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A New Star in the Convention Oy 
DE LITE ROCK 


\ 
$00 MILES mM 


Served direct by American Airlines, 
Braniff, Delta C & S, and Trans-Texas 
airlines, plus excellent rail service 
in 10 directions. A central location 
that saves time and miles. 


os 


— 
| THE MARION (§@ 
THE ALBERT PIKE 


FOUR MODERN HOTELS 
WORKING TOGETHER 
MORE Convention groups and Sales Executives 
are choosing Little Rock for practical reasons 
of travel convenience and economy in this efficient 
and congenial convention climate. Close together 
in the modern business section, near historical 
sights, auditorium, and transportation, these four 
modern hotels have 1,350 rooms plus 35 modern 
meeting and banquet rooms seating up to 1,000.f 


HISTORICAL SIGHTS— 
Three state capitols with the 
nationally famous Territorial 
Restoration and historical 
attractions, visitors welcome. 


HWEST HOTELS 
o RP OR A T D 
. J, BURFORD, General Manager 

X 389 © LITTLE ROCK, ARK. 


MUNICIPAL AUDITORI- 
UM—Manufacturers choose j orgenization 
this modern auditorium for 

regional meeting and shOW- 1 address. __ 
ing of merchandise. Not the 
largest, it is the best, seating 
3,000 in theatre style comfort 
plus the large exhibition and 
banquet room. 


Nites, 


Moving? GSe Call... 


Your ALLIED agent 


no.1 specialist 
in long-distance moving! 


Comprehensive Transit Protection means 
that Allied can assume on your request 
full liability for the actual and declared 
value of your household goods, the broad- 
est transit protection available today. 


4 


Ne ¢ ¥ 

L — , ; \ 
FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, IL 


MAGAZINE 


EXECUTIVE OFFICES 
FOR SALES MEETINGS 


1200 Land Title Building, Philadelphia 10, Pa. 
Rittenhouse 6-5420 
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Sales conference 
... at the hotel 


it’sa WESTERN tradition 


If you are dreaming of the day when your organization will have “offices in principal western 
cities”. . . you should be taking advantage of Western Hotels services now. Many of the nation’s 
ranking corporations look to Western Hotels, Incorporated, to provide “home office” 
atmosphere for their traveling executives. Complete credit facilities, complimentary 
reservation service by teletype, distinguished addresses, and traditional business 
understanding are yours to enjoy in these hospitable hotels. For reservations and information, 
write to Western Hotels, Inc., 2nd and Stewart, Seattle 11, Washington 


WESTERN HOTELS INC. 


_ LOS ANGELES: Mayfair; SAN FRANCISCO: Sir Francis Drake, St. Prancis, Maurice; 
PALM SPRINGS: The Oasis; SEATTLE: Benjamin Franklin, Mayflower, Roosevelt; SPOKANE: Davenport; PORTLAND: Malinomah, Benson; 
DENVER: Cosmopolitan; SALT LAKE CITY: Newbouse; VANCOUVER, B.C.: Georgia; TACOMA: Winthrop; WENATCHEE, WASH.; Cascadian; 


BELLINGHAM, WASH.: Leopold; BOISE, IDAHO: Boise, Owyhee; POCATELLO, IDAHO: Bannock; BILLINGS, MONTANA: Northera 


More Interest Florida's 


In Your Most 


CONVENTION mituoc 


Convention 
Facilities! 


at 
ELLINOR 
VILLAGE 


DAYTONA BEACH 
FLORIDA 


MEETINGS OR 
BANQUETS conver.tioners can bring 


Main room for up to his wife or family to enjoy ; 
500. Three smaller a completely furnished 
rooms for conferences Villa-by-the-sea. 650 Villas 
or banquets up to 150. for 1 to 8 persons each. 
Villas have living room, 
TRANSPORTATION ‘kitchen, tiled bath, bed-~ 
Direct airline, rail- rooms. 
road, bus service. ies R ivat 
Charter Snia Tienes - — _ 
nor Village Country Club. 
sines and rental cars. Dining—Music—Dancing. Golf. 
CONVENTION Tennis. Swimming pool. Private 
information: ocean beach. Sightseeing. 
Chicago — Write C. W. DeCoudres, Mg. Dir. 
MOhawk 4-5100 P. ©, Box 1471 


Cleveland — ei 
PRospect 1-7827 Tuts ® 


New York — 


MUrray Hill : 
6-6990 ahs 


Washington — Dayte Beach Placita 
EXecutive 3-6481 Rhee : 
' va il 


EDITOR'S NOTES 


Why Do "Experts" 
Speak So Much? 


Did you ever ponder why people 
with expert knowledge—admittedly 
the busiest in their respective fields 
—take time off to speak at so many 
meetings? 


In most cases “experts” are not 
paid for their participation in meet- 
ings. If they are not paid, and if 
they are busy, why do they accept 
speaking engagements? Why do they 
share their knowledge and valuable 
time for free? 


Not Altruists 


These. experts do not speak from 
pure altruism. They accept speak- 
ing engagements for several good 
reasons. One parallels the reason 
people buy insurance or join Christ- 
mas Clubs. 


You often buy insurance or join 
a savings plan because it is forced 
saving. There is pressure on you 
to put aside the savings you other- 
wise might never accumulate. 


With the experts it is the same 
soit of thing. They agree to speak 
because it puts pressure on them to 
codify and coordinate the mass of 
information that they otherwise might 
never put in order. 


Educational 


It is an educational experience to 
have to prepare a good speech. While 
making a subject clear for your au- 
dience, it helps to make the ma- 
terial clearer for the speaker. It 
forces him into a little more research, 
a little more analysis. 

If there is a question-and-answer 
period after his talk, or he is on a 
panel, the expert learns something. 
If he is speaking before a group from 
a different or allied industry, he 
gains a broader perspective. 

A conscientious speaker actually 
learns as much as he imparts. 


A man becomes expert because he 
knows more about something than 
most other people. It is the original 
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drive that made him become expert 
that prompts him to learn more 
through speaking engagements. 


Of course, you can’t depreciate 
the publicity and recognition that re- 
dounds to the speaker. This, per- 
haps, is more valuable to the expert 
than anyone else. He must maintain 
or enhance his reputation. 


Inner Glow 


Personal satisfaction in a job well 
done is a third benefit that a speaker 
enjoys. You can’t buy that inner 
glow you feel when applause rings 
in your ears. 


There is still a fourth reason for 
expending time and energy on speak- 
ing. You are helping your industry 
directly and the American economy 
or the nation’s welfare indirectly. If 
you provide your industry with just 
one bit of useful information or as- 
sistance, you are furthering a worthy 
cause. 


So, it is no wonder—when you stop 
to think about it—that experts are 
not too difficult to line up for meet- 
ings. They know how much they'll 
get out of the meeting. 


Too Many Talkers 


Too many unexpert people are on 
meeting programs today, though. 
And you can tell the difference be- 
tween the expert and the uninformed 
“talker” by motives. The talker is 
interested in the publicity alone that 
he expects to generate. He seldom 
does attract favorable publicity, be- 
cause he hasn’t given enough, or more 
precisely, hasn’t enough to give. 


Tip off to discern the expert from 
the talker—before you hear either 
speak—is the interest they show in 
the audience. The expert always 
wants to know about the audience 
he is to face. He asks dozens of 
questions about who is expected to 
attend, their jobs and responsibilities, 
their interests. All the talker wants 
to know is how many people will be 
on hand—the more the better. The 
talker isn’t interested in learning 
from his experience. He just wants 
ears. 


It is a pity that so many ears must 
be bent by talkers when the experts 
are available, too. 

ROBERT LETWIN 
Editor 
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CAN MOVE YOUR EXHIBIT, TOO! 


THE MAYFLOWER "MOVERAMA”.... an exhibit of the latest 
scientific moving, storage and packing methods and materials in use by 
Mayflower all over the nation. Three of these huge displays, built right 
into Mayflower's own vans are now touring the country from coast to coast 
as port of a series of meetings aimed at providing you with even better 
moving service wherever and whenever yov need it. 


THE QUICK, ECONOMICAL WAY 
TO MOVE YOUR EXHIBITS 


Whether the job is moving your exhibit for one appearance, or through 
a series of showings in different cities, Mayflower can do it quicker and 
more economically. The number of vans you need is assigned to your 
tour, and move according to your schedule. Packing service is available 
if needed. Because the van can load and unload promptly, you can sched- 
ule your showings during a shorter period of time. Mayflower has long 
and successful experience in transporting exhibits for many of the nation’s 


leading companies. Your local Mayflower agent can make all the ar- 
rangements for you. 


AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS, INDIANA 


Mayflower’s organization of selected warehouse agents provides on-the-spot repre- 
sentation at the most points in the United States and Canada. To locate your local 
oe agent look in the classified section of your telephone directory under 
“Moving.” 


. Mayflower 


CHHCUCED Ji#H CAL 


NATION-WIDE FURNITURE MOVERS. 


SH £ RATON HOTE LS Executive and Sales Offices — 470 Atlantic Ave., Boston 10, Mass. 
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people isa 


convention 
executive? 


He's a ringmaster for a three-ring circus. 
He's a diplomat, who can win an argument without getting anyone mad. 


He's a champion juggler, who can manipulate thousands of requests, demands, ideas 
and problems with the greatest of ease. 


He's a strong man, who can stretch any budget in the world. 


He's a seer, who can read the minds of V.I.P.’s . . . make estimates . . . foretell how many 
people will be at the meeting . . . anticipate every problem. 


He's a doctor, who can diagnose every complaint and soothe any delegate’s furrowed brow. 
He's Fliberace, the Swoon Boy, who can keep the wives of delegates deliriously happy. 


He sees no evil. He hears no evil. He speaks no evil. 


AMAZING PEOPLE these convention executives. Over the years, Sheraton has 
come to know how much they can accomplish. And it’s been Sheraton’s pleasure to help them perform 
near-miracles time and time again. If you would like to work with a hotel staff that really appreciates 
your problems, get in touch with the sales department of any of the Sheraton Hotels listed below, 
or National Convention Office, located at Sheraton-Park Hotel, Washington. 


Sheraton Closed Circuit Television 
Sales Office Park Sheraton Hotel —, 
New York, Columbus 5-3830 
THE PROUDEST NAME IN he O T % L S 


IN THE U. S. A. IN CANADA 


AKRON BUFFALO INDIANAPOUS PASADENA SPRINGFIELD, MASS, MONTREAL 
Sheraton-May flower Sheraton Hotel Sheraton-Llincoln Huntington-Sheraton Sheraton-Kimball Sheraton-Mt. Royal 
ALBANY CHICAGO LOS ANGELES PROVIDENCE ST. LOUIS The Laurentien 
Sheraton-Ten Eyck Sheraton-Blackstone Sheraton-Town House Sheraton-Biitmore Sheraton Hotel TORONTO 
BALTIMORE Sheraton Hotel NEW YORK ROCHESTER WASHINGTON King Edward 
Sheraton-Belvedere CINCINNATI Park Sheraton Sheraton Hotel Sheraton-Carlton NIAGARA FALLS 
BOSTON Sheraton-Gibson Sheraton-Astor SAN FRANCISCO Sheraton-Park Sheraton-Brock 
Sheraton Plaza DETROIT Sheraton-Russell Sheraton-Palace HAMILTON 
BROOKLINE, MASS. Sheraton-Cadillac 


Royal Connaught 
Beaconsfield 
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"acne, Ae Fe A). 
SALES MANAGERS 
NEERS 


amen F Z: 


YOU CAN’T PROP UP 
YOUR MEETINGS 


WITHOUT THE RIGHT PROPS! 


Ship your Displays 
the Easy, Reliable Way— 


via RAILWAY EXPRESS 


Just phone your nearest Railway Express office. In 
areas covered by our vehicle service, we will pick 
up your display material and speed it to conven- 
tions throughout the country. There’s no worry 
about deadlines—rail and air express transporta- 
tion facilities assure “on time” delivery. There’s no 
worry about details—your displays get “VIP” treat- 
ment in transit. Our Itinerary Display Service 
can work out a complete schedule for point-to- 
point movement of your display by rail or air 
express . . . saves you time, money, and headaches. 


for a successful convention or meeting 


SEE OR CALL YOUR NEAREST OFFICE OF 


Raitway Express AGENCY 


A 


MEETING AND SHOW NEWS 


Canadian Intl. Trade Fair Folds 


After eight years, Canadian International Trade 
Fair is being dropped because it has “not lived up to 
expectations,” according to Canadian Minister of 
Trade and Commerce C. D. Howe. Speaking before 
the House of Commons in Toronto, Howe declared 
that enthusiasm of Canadian companies ‘soon 
waned” and sufficient participation could not be de- 
veloped from Canadian interests. 

Reporting that the fair played an important role 
in developing two-way trade after World War II, 
Howe indicated the medium was no longer stimu- 
lating sufficient export to warrant government ex- 
pense to run the fair. While Canada is giving up its 
fair, it is still sold on the medium and is participating 
in 15 foreign fairs in 13 countries. 


Carlton Heads New Show Site 


Duane W. Carlton was named executive director, 
New York Trade Show Corp., June 16. Located 
at 500 Eighth Avenue, New York City, the corpora- 
tion has 275 sample rooms and 18,000 square feet 
of exhibit space that can handle 200 booths or ac- 
commodate 2,000 people for meeting purposes. Carl- 
ton, who has been handling conventions and trade 
shows 26 years, was formerly general manager, 
Seville Hotel, Miami Beach, following his sales di- 
rectorship of Hotel New Yorker, New York City. 


Bond Issue Killed for New Hall 


A city bond issue of $200,000 for the construction 
of a new city auditorium in Denver was defeated. 
The plan called for a city appropriation to assist 
private investors in putting up a new building to 
replace the one in use since 1900. The issue was 
placed on a ballot and rejected by the townspeople. 
The present auditorium now undergoing major re- 
modeling will be completed late summer, 1956. 


Bottlers Show Sold Out 


All available display space has been reserved by 
the 180 exhibitors at the 1955 International Soft 
Drink Industry Exposition, Nov. 14-17, Dinner 
Key Exposition Building, Miami. The American 
Bottlers of Carbonated Beverages announcement 
states that additional display area also has been sold. 
The show is expected to be the largest industrial 
exposition ever staged in Miami. 


Business Show to Bronx in 1956 


National Business Show, scheduled for the 69th 
and 71st Regiment Armories, New York City, Oc- 
tober 24-28, reports that 85% of available display 
has been reserved with sales running 20% ahead of 
last year. 

The 1954 show drew 88,000 visitors, over 25,000 
from outside New York City representing 41 states 
and 45 countries. 

The 1956 show will be held in the Bronx at the 
Kingsbridge Armory, in order to put all the exhibits 
under one roof. 
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| House Your 

Entire Convention Under One Roof 
| aud, 

All ‘Your Exhibits on One Floor 


EXHIBIT SPACE .. . over 40,000 square feet of air-conditioned exhibition space. 27 AIR CON- 
DITIONED MEETING ROOMS... accommodating from 10 to 2,000. EXCEPTIONAL BANQUET 
FACILITIES . . . for functions of any size. SUPERBLY SITUATED .. . near Marshall Field’s and the 
Merchandise Mart, in the heart of the theater district. 1501 REDECORATED, AIR CONDITIONED 
GUEST ROOMS... every room with radio, many with TV. WORLD FAMOUS RESTAURANTS. 
College Inn Porterhouse — tops in America for tender steaks. Well of the Sea — seafood flown in 
daily from both oceans. And for delicious food at modest prices — the Celtic Cafe, the Coffee Shop 
and the Snack Bar. DRIVE RIGHT INTO THE SHERMAN ......the only hotel in Chicago that gives you 


this service. No waiting for busy doormen when you arrive—no waiting for delivery when you leave. 


For information phone, wire, or write Danny Amico, Director of Sales. 


SHERMAN 


CHICAGO’S MOST CONVENIENT HOTEL 


Randolph, Clark and La Salle Streets 
Telephone: Franklin 2-2100 
Teletype: CG 1387 
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NOWHERE IN AMERICA IS THERE A MORE 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 
e AND OTHER GROUP GATHERINGS 


95 miles from New York... 
in the beautiful Shawangunk Mountains 
.. conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 2 


Most modern facilities and complete : t 
cooperation in all aspects of Meeting “ae 
Rooms, Displays, Exhibits, Movie and ow 


Sound Equipment, etc. 


GROSsINGERS 


<ueeauien, N. Y. 


For information, write or call 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
Phone Circle 7-4915 


MEETING AND SHOW NEWS continued 


U. S. Atomic Exhibits for Geneva 


American industries interested in exhibiting at 
the Peaceful Uses of Atomic Energy Show scheduled 
for Exhibition Hall, Geneva, Switzerland, August 
8-20, were recently left stranded when no U. S. 
Government agency would agree to coordinate the 
display of individual industrial exhibits. 

The show, in which more than 100 industries 
were interested, represented a good opportunity for 
American companies to establish a beachhead in the 
foreign market developing in the atomic energy field. 
Since it would have been a waste of time and money 
and likely ineffective for each company to independ- 
ently exhibit at Geneva, the show was destined to 
have no American industrial atomic energy exhibit 
pr one so small that it would have been meaningless. 

Molesworth Associates, New York City, special- 
izing in servicing companies active in the atomic 
energy field, offered to organize, coordinate and 
manage an integrated U. S. exhibit for the show. 
And working with them, Ivel Construction Corp., 
Corona, N. Y., has been designing exhibits for the 
American industrial atomic energy exhibit. With an 
organization to provide all the services, from book- 
ing space to arranging transportation to Geneva, 
administration, promotion and then shipping the 
material stateside, U. S. industries developed new 
interest in the exposition. 

The American exhibitors which include the top 
names in U. S. industrial know-how will along with 
Russian, British, French and other countries have 
a coordinated display in Geneva of industrial uses 
of atomic energy. 

Two additional shows concerned with atomic 
power are to be held in the U. S. this fall: The 
Atomic Industrial Forum’s Atomic Trade Fair, 
Washington, during late September; Atomic Ex- 
position, sponsored by the Joint Engineers’ Council, 
Cleveland, during December. 


Owners and Presidents Buy Most 


More than 29,000 industrial buyers spent 63,620 
man-days and $1,590,000 of their own money at 
the last American Society of Tool Engineers Indus- 
trial exposition. According to a survey made of the 
show by John T. Fosdick Associates, New York 
City, 95% of potential buyers found things they 
wanted at the 1954 ASTE show. 

A breakdown of the purchasing decisions in 15 
major product classifications shows buyers repre- 
sented top management, with company owners and 
presidents doing most of the buying. 


Carswell to New Sheraton Hotel 


Lloyd Brooks Carswell has been named general 
manager of the new Sheraton Hotel now under 
construction in Philadelphia. Carswell is now gen- 
eral manager, Sheraton Plaza Hotel, Boston. 


Stetson Replaces Skean in Atlantic City 


Wayne Stetson has been named manager, Atlantic 
City Convention Bureau, to succeed Albert Skean, 
recently retired. Stetson joined the bureau in 1948 
upon leaving Cleveland Convention and Visitors 
Bureau. Skean will act in an advisory capacity to 
the Atlantic City Bureau. 
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AT LAST! A BUILDING EXPRESSLY DESIGNED FOR TRADE SHOWS 


DS The New 
.s NEW YORK 
TRADE SHOW 


BUILDING 


All new and expressly designed for 

\CkEme Trade Shows, this handsome build- 

OPENING ~~ ing answers a long felt need for mer- 

chandise displays in New York. Everything is here 

for a successful trade show, including really inter- 

ested and experienced personnel and fine service; 

air-conditioning throughout, and ultra modern 

technical facilities for the most economical opera- 

tion. Perfectly located with tunnel to Penn Station. 
Ready for your Fall or Winter Show. 


ALL THESE ADVANTAGES! 

4 floors—270 rooms 

™ 1 open floor of 18,000 square feet 
Fully air-conditioned 

Acoustical ceilings 

6 hi-speed elevators plus heavy duty freight lift 
“ Modern lighting equipment 

” Loading facilities on 2 sides 
Restaurant and beverage facilities 
™ Room service 

Free tables, shelving, racks 

” Spotlights 

” Special peg-board display walls 

“ No gratuities for service 

™ Crew of experienced personnel 
Nearly 10,000 hotel rooms adjacent 
8th Avenue, 35th to 36th Streets 
Center of the Show area 


FOR Write: Duane W. Carlton, Executive Director, New York Trade Show Corporation 
INFORMATION , 500 Eighth Avenue, New York 1, N. Y. * CHickering 4-6756 
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in all the World — 
there's no city like 


WASHINGTON 


in all of 


WASHINGTON 


there's no place like 


the ARMORY 


CONVENTIONS — 
TRADE ASSOCIA- 
TION SHOWS, 
COMMERCIAL 
EXHIBITS, ETC. 


From Anywhere in 
D. C. 

It’s Easy to Reach 

The Armory 


THE Plus ADVANTAGES: 
@ 76,000 Sq. Ft. unobstructed © 
Floor Space on One Floor 


Excellent Public Address 
System 


@ Easy Drive-in Accommoda- 
tions * 
@ Abundant Storage Space 


Experienced Personnel 
Available 

Parking for 1000 Cars 
Additional Meeting Rooms 
Convenient for Trucks and 
Heavy Equipment 

New, Modern Ventilating 
System 


GREAT EVENTS AT THE ARMORY: 


@ American Medical Association 


@ National Association of 


Funeral Directors @ American Bottlers of Carbonated Beverages 
@ American Dental A iation @ National A tion of Retail 


Grocers @ National Institute of Drycleaning ©@ Trailer Coach 


Manufacturers 


For Information write: Armory Board Manager 
NATIONAL GUARD ARMORY 
2001 EAST CAPITOL STREET 
WASHINGTON 3, D. C. 


MEETING AND SHOW NEWS continued 


New Show Managers Groups 


Two new organizations have been set up for show 
managers and one old organization has issued a 
seal to identify its members. 

Newly organized, Exposition Management Asso- 
ciation has been set up by 28 trade show managers 
representing trade show and public exhibition in- 
terests. Its aim is to promote the value of the billion- 
dollar trade show industry to exhibitors, trade buyers 
and consumers. It will act also as a management 
-labor clearing house for its members. 

National Association of Public Exposition Man- 
agers was recently organized exclusively for the 
manager and assistant manager of a home show, 
builders show, flower show or similar exposition. 
Membership is limited to those who operate local 
shows. The manager of a chain show or itinerant 
show is not eligible. NAPEM has been set up as an 
organization of people—the people represent them- 
selves and not the shows with which they are con- 
nected. 

The 27-year-old National Association of Exhibit 
Managers recently adopted a seal to identify the 
official activities of the association. Organized to 
advance “the arts and sciences pertaining to educa- 
tion through the use of exhibits, exhibitions, and 
expositions for the dissemination of knowledge and 
information,” NAEM is concerned with associa- 
tion shows—shows run specifically for an organiza- 
tion. 


Corrugated Background Non-Inflammable 


Corrugated display background and sales meeting 
stage prop, Corro-set, has been made non-inflam- 
mable, according to Gibralter Corrugated Paper 
Co., Clifton, N. J., the manufacturer. The light- 
weight portable background now carries the Cali- 
fornia State Fire Marshal’s Seal of Approval. 


‘Copter Service Between Shows 


For the first time at any exposition an air shuttle 
service will be provided for visitors. A helicopter 
will carry show officia’s and others between the 
Production Engineering Show to be held at Navy 
Pier, Chicago, and the Machine Tool Show at In- 
ternational Amphitheatre. More than 325 exhibitors 


will participate in the two shows to run concurrently 
Sept. 6-16. 


Sheraton Creates TV Subsidiary 


Sheraton Corp. has expanded its closed-circuit 
television facilities and has created a new subsidiary, 
Sheraton Closed Circuit Television Corp., headed by 
film producer Walter Wanger. William Rosensohn, 
former president, Box Office Television, Inc., joins 
Sheraton’s TV subsidiary as executive vice-president. 
Former BOTV man Robert Rosencrantz, joins the 
staff as vice-president. 


Show Grows One-Third Larger 


More than 200 companies will participate in the 
Ninth Air Conditioning and Refrigeration Exposi- 
tion, Nov. 28-Dec. 1, Convention Hall, Atlantic 
City. According to Exposition Chairman F. G. 
Coggin, it will be at least one-third larger than the 
last show held in Cleveland, 1953. Air Conditioning 


and Refrigeration Institute sponsors the exposition. 
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THE GOING’S GREAT 
when you go BY FLAGSHIP! 


Make AMERICAN 
travel headquarters 


for your next convention! 


Se 


Let an American Airlines expert arrange the travel for 
your next convention. You'll arrive in hours, refreshed and 
relaxed, giving you extra time at the convention...extra 
time to take advantage of a low-cost Flagship tour or 
special stopover and alternate route privileges. For com- 
plete details, see your nearest American Airlines ticket 
office, or drop a line today to: Mr. R. A. MacDonald, 
100 Park Avenue, New York 17, New York. 


Aner Laing Avie AMERICAN AIRLINES 
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Tate aMtW LOOK 9 the 
WEW MORKISOW 
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You can set your sights on a big show when you 
book it in Chicago's most modern exhibit area— 
the Morrison. Located in the heart of the loop, 
it's convenient to all forms of transportation, 
shopping, business, and entertainment! Offering 
a total of 1850 guest rooms; 30 air conditioned 
meeting rooms for 45 to 1500 persons; space for 
770 booths and sample rooms; and unexcelled 
banquet facilities, the Morrison has all the space 
you need for your biggest shows. 


Fi £ 
pay. 
o 2 | POM PUT Ge PH wy > ge . 
- Oe POC. FAA UN OM. OE OPE f 
J - “ — ~ ’ mar per 
=e —y ven yr 
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Any way you look at it... 


the MORRISON has the finest facilities 
for any show or convention 
regardless of size! 


FACILITIES 
MEETING MEETING DINING 
ROOMS CAPACITY CAPACITY 
LOWER LOBBY 
Terrace Casino 
MEZZANINE 
Cotillion Room 
Embassy Room 
Burgundy Room 
Hollywood Room 
FIRST FLOOR 
@ Constitution Room 
Ballroom & Baicony 
Parlor A8 
Parlor B 
Parlor C 
Parlor D 
Ballrooms & Parlors 
Converted to | unit 
SECOND FLOOR 
Parlor € 
Parlor F 
Parlor G 
Weilnut Room 
Venetian Room 
THIRD FLOOR ns . ’ 
Madison Room *The addition of ovr new Constitu- wh, HENNING RUBIN, Pres. JOHN B. GRANDE, Gen'l. Mgr. 
xhi ' Hall .« i ° 
t77-29-90-34 4 35 each etree om ay: Coand Saliroom W. FRED PUFFER, Director of Sales 
140 100 90 floor offers unexcelled flexibility 
528-30-32-34-36 30 each in the coordination of meetings, TELETYPE CG 1685 
605 50 35 catering, and exhibit functions. FRanklin 2-9600 


OTTisoK Hotel 


mA DISOM AT CLARK). HIiGCAGO 


eo a a ee 
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3 FLOOR—BUOCTH LAYOUT iyo eonne) 


Bungalow (42nd floor) 45 45 
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UNITED AIR LINES... 


First choice for Convention travel! 


HERE’S WHY: 


Long established as the convention route of the nation, United Air 


Lines’ fast, dependable Mainliner® service to 80 principal cities coast to 

There's a difference 
when you travel in the 
Mainliner manner... 


coast, offers a quick solution to all your travel problems. 

And you have a choice of service: luxurious First Class, including 
“The Continentals,” United’s “red carpet” DC-7 nonstops coast to coast, 
or thrifty Air Coach Mainliner flights — both on convenient 
’round-the-clock schedules. 

With your regular First Class fare you enjoy many 
service “extras”—like delicious meals aloft by European- 
trained chefs. Also an economical family plan 


and a choice of alternate routes. You can go one way, ikea 


Philadelphia 
Oakland 


~< Baltimore 


return another, visiting extra cities at no extra fare. Washington, D.C 


United’s Air Coach Mainliners provide exclusive tana 
uncrowded 2-abreast seating to 23 major cities 


across the nation. Re ‘ 


% / 
> , | “/ONI | 
United also provides complete ccnvention service 


and will gladly assist in planning your travel so therc’s more 


time at the convention —less time away from the job. AIR LINES 


Write to: M. M. Mathews, Supt. of Convention Sales, 
United Air Lines, 5959 S. Cicero, Chicago 38 
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TV viewers on Steve Allen's Show were exposed to hosiery message this way. 


Sales Training the Subtle Way 


When hosiery manufacturers found retail sales personnel 


was not showing new colors and constructions in hose, they 


developed a traveling show to stimulate multiple sales. An 


advance publicity campaign to public heralded tour. 


A traveling theatrical session hit 
the road this year to put more color 
on women’s legs. “Show Time,” a 
60-minute presentation was developed 
by National Association of Hosiery 
Manufacturers to take hosiery mer- 
chandising out of a pricing contest 
and to substitute a multiple-sale cam- 
paign. 

What has happened with milady’s 
nylons until recently has been dis- 
couraging to manufacturers. It seems, 
women have been satisfied to be regi- 
mented into a single shade of hose, 
beige. Because of war-time scarcities 
and accompanying heavy demand, 
manufacturers were lulled into an 
uncreative sales lethargy at war’s end. 
Subsequently, volume of stockings 
sold increased but dollar volume did 
not keep pace. Merchandising ac- 
tivity was based primarily on price 
reductions. 

Because women’s hose were one 
color (shade variations were insig- 
nificant), a half dozen pairs of hose 


were sufficient for a complete ward- 
robe. Actually, NAHM discovered 
that the average woman has less than 
five pairs of stocking at any one time. 

Since price reductions alone would 
not stimulate increased sales volume, 
manufacturers came out with a va- 
riety of hosiery colors and construc- 
tions. However, girls behind retail 
counters had to be trained so sell 
color and construction, as well as to 
make multiple sales. 

One advantage NAH M had in any 
program was anticipated retailer co- 
operation. Although women’s hosiery 
represents 2% of total department 
stores sales, it accounts for over 5% 
of net profit. 

William Williamson, president, 
NAHM, developed with Zenn Kauf- 
man Organization, New York City, 
a show tour to entertain and train 
retail sales people in 21 cities. Built 
in and around the show was a com- 
plete publicity program on behalf of 
the hosiery industry and a check on 


the effect of the show’s message and 
goals. 

To stimulate public awareness of 
NAHM’s campaign for more stock- 
ings in» the woman’s wardrobe, a 
contest was devised. Several days in 
advance of the show in each city, a 
contest was staged to pick the girl 
who could change her stockings fast- 
est. Local winners competed with a 
national winner for prizes. 

TV stations were quick to respond 
to a bevy of shapely legs being bared 
and adorned before the cameras and 
gave plenty of time to these contests. 
For example, a full 22 minutes was 
devoted to the stocking changing con- 
test in Chicago while a Baltimore TV 
station put on a 15-minute stocking- 
changing competition. 


Wide Coverage 


Not a medium to shun leg art, 
newspapers covered contests in al- 
most every city and used plenty of 
pictures and copy. Radio, too, was 
charmed by the novelty of a race to 
change stockings and no less a per- 
sonality than Lowell Thomas gave a 
120-word mention to this “news.” 

Steve Allen’s TV show further ad- 
vanced NAHM’s publicity stock 
with an appearance of stocking-chang- 
ing pulchritude. 

Hosiery manufacturers got more 
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At meetings there was money for some. 


than leg art for their publicity dol- 
lars. Interviews with NAHM execu- 
tives allowed them to tell the story 
of new stocking colors and construc- 
tions as the big, new trend. 

Following by a day or two the 
press, IV and_ radio exposure, 
NAHM ’s troups moved into a city 
to stage Show Time. Bulletins and 
advance tickets were mailed to ho- 
siery buyers to invite their sales per- 
sonnel to Show ‘Time. In some cases, 
local merchants’ groups sent out bul- 
letins to call attention to this hosiery 
industry promotion. 

Hotels were used for the shows 
except in a few cities where facilities 
were not available. In New York and 
Chicago, more than one performance 
was necessary to handle the attend- 
ance which varied from groups of 100 
to 300 in cities across the country. 


Script Tested 


Before the show script was given 
an okay, it was tested on three girls 
from Macy’s and three from Gim- 
bels, New York City. Aim was to 
make the message as meaningful and 
clear as possible, but at the same time 
to prevent monotony from repetitive 
suggestion, 

The show itself, produced with the 
help of Ed Maloney, New York 
City, included a cast of four who 
doubled in brass. They carried their 
own props packed in large suitcases, 
were their own stage hands and 
pitched in on all chores. 

Matt Kurtz, assistant secretary, 
NAHM, aced as master of © cere- 
monies. In addition, cast included a 
female ventriloquist, magician and 
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MAGICIAN AND MODEL, half the 


model (stocking-changing expert). 
Shows were staged in the evening 
so that hosiery sales personnel and 
buyers from local stores could grab 
a fast dinner and be on time. Each 
guest was given a “boodle bag” that 
contained a variety of cosmetics 
worth a couple of dollars at retail. 
NAHM bought the “boodle”’ direct- 
ly from the manufacturer at a reason- 
able price and shipped the items to 
each city in advance of the troupe. 


All searched for cash under chairs. 


cast, handled the entertainment chores. 


The show cast assembled the boodle 
in plastic bags before show time and 
distributed them at the door. 
Recorded fanfare opened each 
show followed by a introduction by 
the master of ceremonies. He ex- 
plained what the show was all about, 
how women with more disposable in- 
come could afford to spend more on 
stockings, and what hosiery 
people could do to increase sales. 
To start the show off on an in- 


sales 
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formal note, the audience was told 
that there was money under some 
seats. The scramble to raise chairs to 
look for it set the light mood that 
carried through most of the presenta- 
tions. 

Following the m.c., a magician 
took the stage and included hosiery 
as part of his props. His was the 
purely entertainment part of the pro- 
gram. Serious chores were carried by 
a sound filmstrip in color which dis- 
cussed colored stockings and indicated 
where the market for them lies. 

Via the ventriloquist’s dummy, the 
audience was alerted to poor sales 
habits and how sales should be made. 
This pointing of the finger in a dis- 
arming way allowed the ventriloquist 
to spotlight lost sales opportunities 
without hurting anyone’s feelings. 

The stocking-changing derby was 
staged for the audience between the 
local winner and the national repre- 
sentative (the model in the cast). 
Ruder & Finn, Inc., New York City, 
handled local eliminations and pub- 
licity for the contest as it traveled 
across country. 

To discover how much of the 
show’s message hit home and to re- 
view salient points, a quiz, ala Dr. 
I. Q., was included in the show. 
Silver dollars were awarded to mem- 
bers of the audience who could 
answer questions pertaining to hosiery 
sales. Ticket stubs were drawn from 
a bag to pick those to answer the 
quiz questions. . 

Questions were asked first, then a 
ticket number name was read. If the 
individual who held the number 
called did not know the answer and 
remained silent, the m.c. did not em- 
barrass the individual by calling out 
his name, but picked another ticket. 
(Names were contained on. the ad- 
mission tickets collected at the door.) 

The magician circulated through 
the audience with a handful of silver 
dollars to award them as answers 
were given. In each case, the m.c. 
read the full and correct answer so 
that repitition might make the points 
stick, 

Door prizes, boxes of a cosmetic 
assortment were given, too. Like the 
“boodle bag” contents, the gift boxes 
were bought from the manufacturer 
at a fraction of retail cost. 

Doubling as a mystery shopper, the 
ventriloquist — with -black cape and 
mask—came on stage to announce 
that she would appear at retail 
hosiery counters soon to make a pur- 
chase. If the girl behind the counter 
made an attempt to show her another 
pair of stockings in addition to the 
pair she ordered, the sales girl would 
be awarded a “plus” gold pencil and 
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would be eligible to be included in a 
drawing for a free trip to NAHM’s 
convention in Atlantic City plus a 
cash prize. A local drawing with a 
$25 prize was also made with names 
of sales people who were awarded 
pencils by the mystery shopper. 

A few days following the show, 
girls from a local research organiza- 
tion shopped for stockings as mystery 
shoppers. They awarded pencils to 
72% of the 977 whom they reached. 
This is a high figure considering that 
not every sales girl attended Show 
Time. Surveys in four cities made 
prior to the show indicated that only 
20% of hosiery sales people at- 
tempted to show an extra pair of 
stockings when making a sale. 

Hosiery manufacturers know they 
cannot increase sales of new colored 
hose unless sales people show them. 
The mystery shopper helped to 
stimulate this showing, hence the title 
for the touring session, Show Time. 
Information provided at the show 
helped sales people know more about 
the new products they were stim- 
ulated to proffer. 

NAHM President Williamson 
says, “We feel that women should 
wear stockings to compliment their 
attire just as do accessories and other 
articles of apparel. Women will buy 
black or a variety of colors in lingerie 


which nobody sees and yet will con- 
sent to wear the same beige stockings 
for every occasion.” 

One reason women balk at colors 
in hosiery, according to Williamson, 
is that colors look darker in the box 
than they do on the leg. That’s why 
it is important for the sales persons 
to take the stockings out of the box 
and show them. 

“Even on, colored hosiery looks 
slightly darker to the wearer,” Wil- 
liamson explains, “because when she 
looks down she sees the threads that 
go around.” Lookers (rather than 
wearers) do not get this view of the 
threads but see the shear color tints. 

Zenn Kaufman, counsel for 
NAHM’s merchandising program, is 
working on details for another show 
next year. This year’s experiment 
proved so successful in the few 
measurable ways, something bigger 
and better has to be developed for 
next time. 

Sales increase could not be 
measured after the tour, Williamson 
points out. It would not show over 
a short space of time because in one 
year close to 713 million pairs of 
stockings are sold to the fair sex. It 
is not simply increased sales for which 
NAHM strives but something better 
than price cuts as the sales feature in 
the hosiery field. 


To Help Your Salesmen Run Meetings 


With the premise, “a sales meeting is a group sale,” Edward J. 
Hegarty in his new book, “Making Your Sales Meeting Sell,” (Mc- 
Graw-Hill, $4) says you have to stop thinking of a sales meeting as 
a mechanical job. “We should think of that meeting more as a mental 
process, just as we think of a sale—as a meeting of minds.” 

Basically the book concerns itself with how to present a program to 
your customer’s sales force. It is written for the salesman rather than 


the sales executive. 


“Making Your Sales Meeting Sell” is a better speaker’s guide than 
a meeting planner’s manual. It covers every facet of the job of speak- 
ing before a small sales group. The book is loaded with stunts and 
demonstration ideas. Like a good meeting program that uses repeti- 
tion for emphasis, Hegarty’s book ham:ners away at basic ideas until 
the reader should absorb fundamentals: Always smile at audience; 
Create informality; Use element of surprise; Watch faces in audi- 
ence for waning interest; Use participation; Ask questions; Offer 


rewards ; Change pace. 


Packed with good advice for the speaker, the book offers techniques 
for stimulating audience participation. Concerning participation by 
members of the audience, Hegarty advises: Don’t make fun of a man; 
Compliment something about the man’s participation; Thank him 


for his help; Don’t criticize. 


While “Making Your Sales Meeting Sell” may not serve a com- 
pany meeting planner as well as the title might suggest, the book 
could be an invaluable aid to the salesman who must stage meetings 
for jobber, wholesaler or retailer sales staffs. For a salesman with 
meeting chores, Hegarty’s new book is about the best $4 investment 


a company can make. 
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Executive Cue Sheet Make a Check List 


To transform this cue sheet 
@ 7 into a working check list, enter 
For Planning re | Meeting the points applicable to your situ- 
ation on a sheet with columns to 

check these items: 


° ° ° 1. Have we taken care of this? 
Here is your guide to elements to consider when you 2. Who is responsible? 


1 3. Date when it is nailed down. 
plan any type of meeting. Cues can be adapted os: Na 


to cover all the thinking that goes into planning. 


\ 
Fo Are they clear? 
Are they attainable? 
<a Are they realistic in terms of time, audience and 
s “ea ; conditions P 


MEETING OBJECTIVES Do they conflict or relate to organization policy? 


Who is coming? 

What categories of jobs or responsibilities do they 
represent P 

How familiar are they with the subject already? 

What areas do they need help inP 

Do we have enough information about their problems P 
Should we send questionnaires? 
Interview P 
Check field reports? 


Do we have an inspirational message? 

Is it a demonstration of new product or process P 

Is it a statement of policy P 

Are we interested primarily in discussing problems? 
Are we looking for recommendations or new ideas P 
Do we want to get new information on: 


WHAT DO WE WA ANT TOSA y ? Prduct? ProcessP Market? Organization? 


sen e SSS SSS SSS SST SSS SSS SSS SESS SSK See ee 
” 


Do we need experts in particular subjects as speakers P 


: Do we need to find people who are representative of 
the audience? 
Are we going to use a keynote speaker? 
| 


Banquet speaker P 
Leadership required for discussion groups: 
KIND OF PROGRAM PARTICIPANTS Discussion leader? 
Recorder P 
Resource personP 


What should audience member have before coming? 

Will there be display materials? 
Exhibits and models? 

Are there materials to hand out for particular segments 
of the meeting P 

Will there be summaries available on: 
Speeches ? 

KINDS OF MA “AL Discussion group dataP 
Will press releases be made available P 
Should we prepare a take-home kit of materials? 
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BY RICHARD BECKHARD and AARON FEINSOT «¢ Conference Counselors, Inc. 


Speech (unassisted) 

Speech (with audio-visual aids) 

Skit 

Role play 

Panel discussion 

Reacter panel (representative of audience population to 
test and clarify material presented to their teams) 

Discussion groups in audience 

Small work group sessions 

Selection meetings according to special interest 

Interview panel (used for report-back sessions of small 
groups to test and clarify presentations) 


Depending upon what meeting goal is, what we want to say and 
what audience needs, we decide to use some of the methods above 
to get audience participation with additional aid of: 
Verbal questions 
Written question cards sent to platform 
/ : Discussion groups (either in plenary—complete group 
—session or in different rooms) 
ek Tea? Dividing audience into listening teams (each team 
listens to presentation from particular point of view) 
RATION Neighbor discussions (turning to neighbor and screen- 


ing question to ask) 


Can presentation best be made by use of: 
Flip charts Drawings 
Easel and charts Models 


\ 
Slides Flannel board 
Vu-graph projection Magnetic board 
Opaque projection Chalk board 
Motion picture Filmstrip 
MEETING  —_ i 4 Recording Special lighting 


What kinds of reports do we need during the meeting? 
Summaries of work group sessions P 
Recommendations for later sessions P 
New ideas to kick around later? 

Have we set up a system to handle these reports? 
Recorders to take notes during meeting? 

Stenotype or tape? 
Production people to duplicate reports ? 

What kind of information should be available after the 
meeting P 
Highlights of plenary sessions (panel discussions, 

speeches, policy statements, etc.) 
Results of work group sessions P 
Summary of entire meeting P 


Field trips (inspection of plants, places of special 
interest?) 

Tours (visits to landmarks, scenic sights) 

Wives’ program (entertainmnet, sitting-in on some 
sessions) 

Entertainment on program 
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How do we plan to take a look at how well we did? 

Informal interviews P 

Sample interviews with systematic series of 
questions P . 

Reaction form after each session? 

Reaction form after entire meeting ? 

Selected group of participants to evaluate meeting 
as it goes onP 

Steering committee evaluation throughout? 


How can we best implement what took place at the 
meeting P 
Copies of materials to send to participants P 
Questionnaire to check on what they got from meeting 
and what they still need? 
Visits by home office or regional representative P 
Back-home conferences to report meeting P 


MEETING FACILITIES Have these lighting requirements been checked: 
Location and description of units P 
Current AC or DCP 
Location of outlets? 
Do we require spotlights, footlights or other special 
lighting P 
Can room be darkened P 
Concerning ventilation: 
is there air conditioning ? 
Are fans available? 
Can windows be opened P 


Does meeting design call for: 
All plenary sessions? 
Plenary sessions and small work groups? 
Section meetings P 
Banquet and entertainment P 
Exhibit area? 
According to number of people expected, are there: 
Large enough rooms? 
Enough room for formal and informal sessions P 


Opportunity to get more quarters if necessary P 
Opportunity to screen off large areas to make 
small areaP 

Do we have floor plans of facilities P 

Have we worked out a sketch on floor plan of how 
we want to set up the room, stage, etc. ?P 

Have we sent copy of this sketch to hotel or wher- 
ever meeting is to be held? 

Will we seat the audience: 
Auditorium style? 
Schoolroom style at tables? 
At banquet or round tables? 


Are these facilities close by: 
Washroom? 
Refreshment areaP 
Telephones ? 
To fill our sound requirements: 
Do we need a public address system? 
How many microphones are required (stand, 
table, follow-mikes) ? 
Will you record any sessions for later use? 
Have we planned to give speakers and panel 
members an opportunity to see rooms and test 
acoustics before performing P 


Where Are We Going to Meet? 


It is no longer a painful task to find just 
the right site for your large or small 
meeting, traveling show or special con- 
vention. Just write down these facts: 


1. Number of people to attend. 
2. Number of days to run. 

3. Probable dates. 

4. Preferred areas or cities. 

5. Hotel facilities you require. 


Send these facts (in a letter) to Meeting-Site Service (a division of SALES MEETINGS' 
Research Department). Without charge, a check will be made of all available hotel 
facilities to meet your requirements and a list of possible sites will be sent to you with 
color brochures, For this free service, simply write: 
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MEETING-SITE SERVICE 


1200 Land Title Building, Philadelphia 10, Pa. 


Prospect Hunting Is Exhibit's 


Opportunity to meet prospects is considered most impor- 
tant reason for trade show participation. Advertising value 
is second most important reason although most companies 
charge exhibiting to advertising budgets instead of sales. 


By ATHEL F. DENHAM 


President, Show Promotions, Inc. 


This is the third and concluding install- 
ment of a series of articles based on field 
studies among exhibitors in different in- 
dustries. Part three summarizes findings 
with regard to daytime versus evening 
shows, preferences as to sponsorship of 
shows and reasons why exhibitors partici- 
pate in expositions. 

As in the previous articles, separate tab- 
ulations are shown for large companies. 
Tables covering “All Companies” include 
both large and small exhibitors. The 
article concludes with a short summary of 
outstanding characteristics of exhibitors’ 
viewpoints in different areas covering 
topics discussed in this as well as the 
preceding articles. 


Question: Are exhibitors fairly 
unanimous on the subject of whether 
industrial shows should be open day- 
times only or evenings too? 


Answer: They are unanimous in 
disagreeing (See Table XI). In some 
fields—such as office equipment—there 
is a preponderance of exhibitors who 
prefer to have afternoon and eve- 
ning shows. The reason is obvious. 
They want those office workers who 
can’t get away during the day to have 
an opportunity to visit their shows 
after business hours. The reverse is 
true in the medical field where 92% 
of all companies prefer daytime shows 
only. Also preferring daytime shows 
are exhibitors in the metalworking 
and chemical fields. Even here, how- 
ever, quite a sizable percentage want 
the show to be opened at least one 
or two evenings. Outlook in the elec- 
tronic field is closer to that of office 
equipment, with the majority of com- 
panies preferring shows open every 
evening, while two out of three favor 
at least one or two evenings. When 
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you average it all out—which you 
probably shouldn’t do—you find one- 
third of companies want shows open 
every evening, two out of five want 
at least one or two evenings, and 
three out of five prefer daytime shows 
only. 

Question: Is the pattern the same 
in large as in small companies? 

Answer: In metalworking and med- 
ical fields, the answer is yes: in others, 
no. Among large companies in the 
chemical field 93% want daytime 
shows compared with 59% of all 
companies in this field. In the’ elec- 
tronic field, the 37% of all companies 


Job 


that favor daytime shows only in- 
cludes 100% of all large electronic 
exhibitors contacted. Here, therefore, 
you have a complete reversal of ar- 
titude between small companies and 
big ones. 

Question: What about office equip- 
ment? 

Answer: This is the only field in 
which a higher percentage of large 
companies want shows to stay open 
in the evenings. 

Question: What about the attitude 
of large companies with regard to 
having shows open one or two eve- 
nings only? 

Answer: Large companies are on 
the whole much more decided in their 
leanings. They either want their show 
open every evening or daytimes only. 
The only exception is the metalwork- 
ing field where there isn’t a great 
deal of difference between percentages 
shown for the large companies and 
small ones. 

Question: What did exhibitors in- 
dicate is their preference as to spon- 
sorship of shows? 

Answer: We are not sure that we 
got a completely correct answer to 
this question. We do know this: Ex- 
hibitors do want shows to be spon- 
sored by some group. Percentage of 
exhibitors in either small or large 


TABLE Xi 
Show Hour Preferences 


All Companies 


Every 
Evenings Evening 


lor2 


Metalworking .... 
Office Equipment . 
Medical 

Electronic 

All** 

*Less than % 


**Includes other fields also 


Large Companies 
lor2 Every 
Evenings Evening 
7%o 
16% 
* 


10% 


TABLE Xil 
Show. Sponsorship Preferred 


By Trade 
Associations 


Metalworking 

Office Equipment ... 
Medical 

Electronic 

All** 


( )—% of Large Companies 


*Less than 2% 


By Professional 
Unsponsored 


7%) 


* 


**includes other fields also 
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& ideas telped create 

this attention-getting presentation of 

The Chemstrand Corporation’s ACRILAN® acrylic fiber 
and nylon yarn. Designed for double duty, 


the exhibit contains the basic elements 

for another equally effective booth . . . a plus value 

for an alert exhibitor. 

Ideas can make your exhibit dollars go further . . . and we would 
welcome the chance to discuss our ideas with you. 


GARDNER DISPLAYS 


PITTSBURGH «© NEW YORK e« CHICAGO * DETROIT 


NATIONAL SAND AND GRAVEL ASSOCIATION 


1325 E— STREET, N. W. e WASHINGTON 4. OD. Cc. 


Telephone NAtional 6-1183 


foth ww Mier 


miami BEACH 
yauuary 24, 1955 


Dear Dick: 


I have just returned to the office after a 
post-convention trip to Havana and Nassau and one of 
the first things on my docket is to write and tell 
you how much we all appreciated the personal interest 
which you took in our convention at Miami. It was one 
of the most pleasant and one of the most interesting 
conventions we have ever held. All of our people left 
Miami, I am sure, with a feeling that we had been 
hospitably treated and that everything had been done 
to help us enjoy ourselves and to have a successful 
convention. 


I have particularly in mind all that you 
and Mr. Russell did to help us overcome the initially 
difficult problem of providing hotel rooms for our 
delegates and their wives, but all worked out very well 
indeed, thanks to your sympathy and to your patience. 
I am sure that the McAllister made many new friends 
in our industry. 


With kindest personal regards and very best 
wishes, I am 


Sincerely yours, 


\ 


Sen a oe, 


Vincent P. Ahearn 


Mr. Richard H. Nash 
General Manager 

The McAllister 
Miami, Fla. 


companies ‘in any field that favor un- 
sponsored shows is minute, as noted 
in Table XII. 
Question: What 
sponsorship ? 


Answer: Answers received have 
been tabulated in Table XII—Fig- 
ures in parentheses indicate percent- 
ages for large companies, and the 
other figures, averages for all com- 
panies. Some doubt exists, however, 
whether some exhibitors interpreted 
correctly the difference between “pro- 
fessional groups” and “trade associ- 
ations.” If the figures are correct, 
they tend to show the metalworking 
field as favoring sponsorship by trade 
associations slightly more than by pro- 
fessional groups. The reverse is true 
of medical and electronic fields. In 
other fields, there isn’t too much 
difference. 


Question: Is there any relationship 
between voting in this connection and 
preference for simultaneous conven- 
tion and technical sessions? 

Answer: Yes, there is a relation- 
ship. Only 4% of all companies con- 
sidered simultaneous technical sessions 
as undesirable. This compares with 
2% who liked shows unsponsored. 

Question: Now for the $64 ques- 
tion. Why do exhibitors exhibit? 

Answer: Answers to this question 
are shown in Tables XIII and XIII- 
A covering averages for all companies 
in different fields, and for large com- 
panies only. Answers to these ques- 
tions have been weighted to establish 
relative importance of various factors 
to exhibitors. Totals thus add up to 
roughly 100% in each column. 

Question: What would you say 
that these tables show from an over- 
all standpoint? 

Answer: The broad conclusion is 
that most exhibitors do not consider 
shows as a place to make sales or even 
necessarily as a place to “advertise,” 
but primarily as an opportunity for 
sales promotion. When you take the 
three answers: ‘“‘to meet customers,” 
“to meet prospects,” and “to get sales 
leads,” and add percentages for these 
together, you find that these represent 
65% of the reason for exhibiting. 
“Advertising value” comes next, with 
239% in relative importance. Making 
sales is down to 8% and other reasons 
total 6%. 


about type of 


No Pattern 


Question: Is the pattern uniform in 
all fields? 

Answer: No. “Advertising value” 
is rated higher in office equipment and 
medical fields and considerably lower 
in the chemical field. “Meeting cus- 
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TABLE Xill 
Reasons for Exhibiting at Shows 
All Companies 


Chemical Metal 


To meet 
Customers aA 19% 


23% 
21% 
22% 
Make Sales 1% 
Competitors 
Exhibit 5% 


All 
Medical Electronic Fields** 


Office 
16% 25% 24% 21% 
26% 19% 23%, 24%, 
20% 19% 16% 19% 


27% 26% 2% 23%, 
1% 9% 7% 8% 


4% 3% 2% 5% 
, 4%. 1% 


TABLE XIlI-A 
Large Companies 


Chemical Metal 
To meet 


Customers a» * 19%, 
23% 


Sales Leads 21% 
Advertising 

20%, 
Make Sales 13% 
Competitors 
Exhibit 6 49 
*Less than 2% 


**includes other fields also 


Office Medical Electronic Fields** 
14%, 21% 31% 20%, 
21% 22% 13% 22% 
26% 19%, 35% 21% 


23% 24%, * 20% 
1% 11% 9% 9% 


9% 4% 13% 6% 


TABLE XIV 


How Companies Charge Show Budgets 


To Advertising 


Chemical 
Metalworking 

Office Equipment .... 
Medical 

Electronic .... 


( )—% of Large Companies 


*Less than 2% 


To Sales 


**Includes other fields also 


tomers”’ is also more important to the 
medical group than it is to the metal- 
working group, who are primarily 
looking for new sales leads among 
new prospects. 

Question: Is there a difference be- 
tween large and small companies in 
reasons they give for exhibiting? 

Answer: On the whole, no. How- 
ever, there are some odd differences 
in the electronic field. Larger com- 
panies are much more concerned with 
meeting their customers than are 
smaller ones. Perhaps that is because 
they have more customers already, 
whereas smaller companies are still 
looking for them. In general, too, 
large companies are less interested in 
the “advertising value” of exhibiting 
at shows. Only in the chemical field 
did they regard “advertising value” 
as higher than the smaller companies. 


Question: What about the influence 
of exhibits by competitors on partici- 
pation by large companies? 

Answer: Yes, large companies do 
seem to be slightly more concerned 
with this than are small ones. This 
was particularly true in the electron- 
ics field where large companies rated 
“because competitors exhibit” just as 
important as ‘meeting new prospects.” 
In the office equipment field also— 
while the figure is low—there is evi- 
dence that this factor has more influ- 
ence on large companies than on the 
smaller ones. 

Question: Did you obtain any in- 
formation with regard to budgeting 
of show cost by exhibitors? 

Answer: Yes, we did. Table XIV 
shows the answers. They are quite 
interesting. 

Question: We suppose there is a 
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close relationship between reasons for 
exhibiting and allocation of show 
costs? Is that so? 


Answer: No, there is not. There 
appears to be little relationship be- 
tween the two. For example, while 
“advertising value’ is rated as only 
23% by all companies, 58% of show 
budgets are charged to advertising. 
Among larger companies, the percent- 
age to advertising is even higher 
(70%). In only one case —in the 
electronic field—was less than 50% 
of show budgets charged to advertis- 


ing. Even here, however, two out of 
three of the larger companies charged 
budgets to advertising rather than 
sales or a special budget. 


Question: Do exhibitors who think 
less of the “advertising value” of 
shows also tend to charge less of their 
show budgets to advertising? 

Answer: Emphatically no. In the 
chemical field, for instance, where ad- 
vertising is rated relatively low (only 
about 17%) 64% of all budgets are 
charged to advertising, including 81% 
of budgets among the larger com- 


Call your next meeting to order at 
America’s Informal Business Capitol 


Enjoy The Greenbrier’s new WEST WING 
meeting facilities in air-conditioned comfort 


NEW AUDITORIUM—seating 1,000 for meetings, 860 for banquets. 
It’s equipped with 42 ft. stage, complete sound and projection equipment. 


WEST VIRGINIA ROOM —like many other West Wing rooms, of vary- 
ing sizes, can be set up for conferences or dining functions. Also new 
theater with complete stage, Public Address system, CinemaScope and 


lounge-type seating for 400. 


Special all-inclusive Group Rates effective 
December 1, 1955, to February 29, 1956. 
For complete information address; DIRECTOR OF SALES 


WHITE SULPHUR SPRINGS, 
WEST VIRGINIA 


New York, 588 Fifth Avenue, JU 6-5500 


Or inquire of Greenbrier offices at: 


Boston, 73 Tremont Street, LA 3-4497 
Chicago, 77 West Washington Street, RA 6-0625 


Washington, D. C., Investment Bldg., RE 7-2642 


panies. Similarly, among large com- 
panies in the electronic field, where 
“advertising value” is regarded as of 
negligible interest, two-thirds of the 
budgets are charged to advertising. 

Question: What about the metal- 
working field? 

Answer: This field regards advertis- 
ing as worth about 22%, but charges 
72% of its budgets to advertising. 
Among larger companies, only 59% 
of budgets are charged to advertising, 
but advertising is rated by these com- 
panies as only 20% of the reason for 
going into a show. 

Question: The 
field ? 

Answer: Exhibitors in this field 
think better of “advertising value” 
than most. This is true among large 
companies as well as small. Yet, lowest 
figure for budgets charged to adver- 
tising comes from larger exhibitors 
in the office equipment field. Next 
lowest among large companies is the 
medical field, which also ranks adver- 
tising as higher in value than do most 
others. So you can see there is no con- 
sistency to this picture except that a 
higher proportion of show cost is be- 
ing charged to advertising than would 
appear justifiable on the basis of the 
exhibitor’s own evaluation. 

Question: Would you summarize 
findings in specific fields based on ma- 
terial contained in the entire study? 

Answer: Here is the way it looks! 


office 


equipment 


Chemical 


Average company in the chemical 
field exhibits in close to five shows a 
year, 75% of these shows being con- 
sidered “national” in character. Seven 
out of eight companies prefer national 
shows to regional or local. Half of 
the companies want fewer shows, and 
only one out of six wants more shows. 
Three out of four want shows rotated 
in different localities. “—Two out of 
three companies prefer biennial shows. 
Restrictions on attendance are pre- 
ferred by 98%. Only 7% object to 
simultaneous technical sessions. The 
majority favors daytime shows only. 

They are fairly equally divided as 
to preferred sponsorship, and only 5% 
like unsponsored shows. “Meeting 
customers” and “new prospects’ are 
rated as of equal and top importance 
as reasons for exhibiting, but 64% 
of show budgets are charged to ad- 
vertising. 

Larger companies in the chemical 
field exhibit in correspondingly more 
shows, with one company out of five 
exhibiting in over 10 shows a year. 
Three out of four believe there are 
too many shows, and not one wants 
any shows added ; 93% of larger com- 
panies want national shows only. They 
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agree with smaller companies regard- as the reason for exhibiting and a third want more shows. Preference 
ing biennial shows and rotation. They smaller amount (59% of show bud- definitely is for national shows with 
are unanimous in wanting restricted gets) is charged to advertising. In three out of four companies indicating 
attendance and one out of every three other respects, large companies and this choice. Most (86%) want shows 
wants the visitor to pay an admission smaller companies agree in their out- rotated between different cities. An- 
charge. They’re even more in favor look in this field. nual shows are preferred by three out 
of technical sessions than smaller com- of four companies. Three out of four 
panies and are quite definite about . want visitors to pay to get in, while 
wanting daytime shows only. They Office Equipment one out of four wants no restriction 
lean toward sponsorship by trade as- whatsoever on attendance. 
sociations, consider meeting of new Two out of three companies in the Two out of three companies do not 
prospects as their outstanding reason office equipment field exhibit in over care whether technical sessions are 
for exhibiting and charge 81% of six shows a year, and 41% in over held simultaneously with exhibits or 
their budgets to advertising. 10 shows a year. About one-haif of not, but practically no companies ob- 
exhibitors want fewer shows and one- ject to such technical sessions. One- 


N 


Metalworking 


Average company in the metal- 
working field exhibits in about four 
shows a year, although one out of 
three exhibits in two or less. National 
shows are preferred by three out of 
four companies, but 91% want shows 
rotated to different cities. Opinions 
are equally divided as to whether 
there are too many shows or whether 
the number is okay as is. However, 
only 13% want more shows. 

The biennial show is preferred by 
two out of three, with only one out 
of six liking shows either on an an- 
nual basis or less frequently than bi- 
ennial. Attendance restricted is fav- 
ored by 92% and two out of three 
want the visitor to pay to get in. 


Only about 50% are definitely in 
favor of simultaneous technical ses- 
sions and a higher percentage than in 
other fields consider technical sessions : 


undesirable (only one out of 10, how- 
VOQCe 


ever). 126 rave) $5 ) 
ene 
C 7. 


One out of three companies wants This vacationers’ Paradise is rapidly a ais soa 
AY 


shows. to be open at least one or 
two evenings or every evening. Two 
out of three prefer daytime shows headquarters for large or small 
only. They are practically unanimous conventions. Fine hotels, motels 
in wanting some form of sponsorship 
for shows, with trade associations 
given preference in answers received. of accommodations. Unsurpassed 
Making sales is rated as somewhat climate. Truly the air-conditioned 
more important by exhibitors in this ‘ 
field than in others. About 72% of capital of the world. Plan now to hold 
budgets are charged to advertising. your early fall meetings in this oasis 
Among the larger companies, there’s 
an even stronger preference for na- 


becoming the nation’s favorite 


and resorts, unlimited choice 


of swimming pools, mountains, 
tional shows. There is also a better citrus groves, palms and giant cactus. 
than 50% endorsement of the num- Everything under the sun to 


ber of shows in existence at the time , 
the study was made. Three out of see and do. Write Valley of The 
four want biennial shows, and only Sun Club, Phoenix, Arizona. 
6% like shows to be held Jess often ra 
than biennial. They are even more 

definite about wanting attendance re- PHOENIX, mame -f / 
stricted than the smaller companies ah 

and similarly are more in favor of 

visitors’ paying to get in (two out of and Ve Villy Y le Sun 

three want a fee). Making sales is 
rated as of even greater importance 
by larger companies than small ones 
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sii MEETING SOON? 


Pick any city in the heart of America .. . 
from the Rockies to the Mississippi, from 
Canada to Mexico . . . then relax. Our 
Convention Bureau will take care of all your 
transportation problems. We'll be glad to 
arrange a before-or-after tour of Latin 
America, too, from any point on 


re the Braniff system. 

sou Write: Convention Bureau, 
Braniff International Airways, 
Love Field, Dallas, Texas 


Pie, BRANIFF 
rons ai AIRWAYS 


9 Tee ; aoe 
overlOOiNg 8 Biscayne Bay 
Have more fun while you get things done — meet in 
sunny Miami this winter! Enjoy swimming, fishing, 


golf, and racing — all just a stone’s throw from the 
Biscayne Terrace! 


@ Heart-of-downtown location @ Dining room, coffee shop, 
opposite City of Miami cocktail lounge 
Convention Auditorium @ Exhibit space 

@ 200 rooms with bath @ Sample rooms with 

@ Banquet and ballroom special lighting for displays 
seating 500 @ 100% air conditioned! 


BIS,;CAYNE 
For full information, 
write Warren C. Freeman, feu ‘P) HOTEL 


General Manager = 
340 BISCAYNE BLVD., MIAMI, FLORIDA 


third of companies like them. Three 
out of four want shows to be open 
every evening. There’s a universal 
liking for sponsored shows and a lean- 
ing towards sponsorship by trade as- 
sociations. “Meeting customers” is 
rated fairly low as a reason for ex- 
hibiting. In this field, “advertising 
value” is rated equal to “meeting 
new prospects.”” Of show budgets, 
60% is charged to advertising, 30% 
to sales and 9% to special budgets. 

In larger companies, major points 
of difference are: They exhibit in 
more shows (95% are in 10 or more 
shows a year) ; they are almost unani- 
mous (95%) in wanting national 
shows; and three out of four want 
fewer shows. Only 5% would like 
more shows. They are unanimous in 
wanting rotation as to cities, and two 
out of three like annual shows. The 
other third likes the biennial variety. 
Even fewer companies among larger 
exhibitors (only 16%) want atten- 


| dance restricted to the extent that the 


visitor pays an admission charge. Just 


| aS many want some form of attendance 
| restriction, however. 


More large exhibitors (42%) like 


| technical sessions; the balance are in- 
| different. Four out of five want shows 


open every evening. A higher percent- 
age (50%) like sponsorship by pro- 


| fessional groups. More companies 


26%) exhibit to get sales leads pri- 
marily, and fewer (23%) exhibit for 


| advertising value. One out of 10 ex- 


hibits partly because his competitor 


| does. A smaller percentage of com- 


panies (56%) charge budgets to ad- 


| vertising and a larger percentage 


(16%) have special budgets for 


shows. 


| Medical 


Companies in the medical field are 


| the most prolific show exhibitors of 


all major fields studied. Of companies 
queried, 56% exhibit in over 10 shows 


| a year and 97% in three shows or 


more annually. There’s a definite 


| feeling that there are too many shows 


in this field. Three out of four want 
fewer shows and four out of five say 


| they want them national in character. 
| Of the remainder, 13% like regional 


shows. 

Rotation is favored by 95% and 
the annual show is the most popular. 
Attendance restricted is favored by 
94% and 13% want attendance re- 
stricted to members only. Only 6% 
favor unrestricted attendance. Out of 
every 10 companies, about five con- 
sider technical sessions desirable and 
four don’t care one way or another. 
The tenth company wants a limitation 
on the time of technical sessions, but 
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no companies consider technical ses- 
sions undesirable. 


There’s an almost unanimous vote 
(92%) for holding shows open in 
the daytime only. Exhibitors in this 
field lean towards sponsorship by pro- 
fessional groups (59%) with prac- 
tically no votes for unsponsored ex- 
hibits. “Meeting old (?) customers” 
and “advertising values” are rated 
highest in relative importance of  rea- 
sons for exhibiting. Of budgets, 58% 
is charged to advertising, 34% to 
sales. 


Differences 


Major differences between small 
and large companies are that the lat- 
ter, as usual, exhibit in more shows 
(83% in over 10 shows a year) ; that 
even more companies (86%) feel 
there are too many shows and that 
even more (96%) are in favor of 
annual exhibits on a rotational basis. 
Fewer major companies want atten- 
dance restricted. 45% of them would 
like to have people admitted by pur- 
chasing a ticket or paying a fee. More 
big companies (59%) consider tech- 
nical sessions desirable and similarly, 
even more big companies (68%) 
favor sponsorship by professional 
groups. Selling effort is rated slightly 
higher among big companies as reasons 
for exhibiting, but allocation of bud- 
gets is the same as for the rest of the 
industry. 


Electronics 


In electronics field 57% of com- 
panies exhibit in from three to five 
shows a year, with an additional 28% 
exhibiting in an even larger number cf 
shows. Four out of five prefer national 
shows; one out of three want more 
shows and one-half of companies want 
fewer. Voting is two to one in favor 
of rotation, as against holding shows 
in the same cities each year. Annual 
shows are favored by four out of five 
companies. Nine out of 10 want at- 
tendance restricted and 45% want the 
visitor to pay to get in. Two out of 
three are in favor of technical sessions. 
The third doesn’t care. There’s a 
preference (57%) for shows open in 
the evening. However, another 37% 
votes in favor of daytime shows only. 
(This figure includes 100% of larger 
exhibitors. ) 

Well over 50% like sponsorship by 
professional groups and only 6% vote 
for unsponsored shows. “Meeting cus- 
tomers,” “meeting prospects” and “‘ad- 
vertising value” are rated as the most 
important reasons for exhibiting. Bud- 
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Number One 
Salesman 
its the Road 


The light-weight with a punch! Unequalled in clarity of sound and brilliance 
of pictures—that’s the new streamlined 1955 model of the famous 


RCA 400 PROJECTOR 


A salesman can really go to town (country, too) with your 
sound film and this machine! Its evident simplicity, its depend- 
ability and the famous Thread-Easy film path enable novices 
to get a real show going in short order—every time... Sharp 
brilliant pictures; crisp, clear sound. The RCA 400’s 
mechanism and sound system (optical or magnetic) require 
no pampering, no mechanical skill for perfect results. Your 
RCA Audio-Visual Dealer will gladly demonstrate why even 
inexperienced operators have complete confidence in the 
RCA 400. The coupon will bring you particulars. Why not 
get it off today? 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DIVISION CAMDEN, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal 


Radio Corporation of America 
Dept. T-275, Building 15-1, Camden, New Jersey 


Please send latest material on complete line of RCA 400 PROJECTORS, 
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CITY 


probably think of exciting Dallas 
fything seems a little bigger, a little brighter, 


agnificent facilities at 
le world’s largest state fair, 
heart of the city. 


STATE FAIR OF TEXAS 


THE WORLI 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recently 
Ti 1 I e pany, Aetna Life Insurance 


eomnanee Company, 
orporation, 

United States and 

ciation and Friden Calculating Company. 


DON CHURCH Manager 
oy 


gets are charged about 50-50 to ad- 
vertising and sales. 


Other Points 


Other points of difference between 
the larger exhibitors and smaller ones 
in this field include: (1) Larger com- 
panies again exhibit in more shows 
(78% are in over 10 shows a year) ; 
(2) Larger companies show a higher 
preference (33%) for regional shows, 
but a higher percentage (four out of 
five) feel that there are too many 
shows. Voting is unanimous in favor 
of show rotation and nine out of 
ten like annual shows. Voting on at- 
tendance control is unanimous. Large 
companies in this field favor invita- 
tions plus registrations plus payment 
of an admission charge as the pre- 
ferred control. There is a unanimous 
vote for technical sessions, sponsorship 
by professional groups and daytime 
show hours only among larger com- 
panies. 


Reasons 


Biggest reasons for exhibiting are 
“to meet customers” (31%), and ‘“‘to 
get sales leads” (35%). Among larger 
exhibitors in the electronics field, not 
one gave “advertising value” as an 
important reason for exhibiting, yet 
75% of large companies charge show 
cost to advertising budgets. 

Question: Taking all companies in 
all fields, what is the average com- 
pany’s outlook with regard to shows? 

Answer: Here are the figures. Only 
troubie with them is that there prob- 
ably is no “average” exhibitor any 
more than there is an average show 
visitor. Mythical “‘average” company 
is this kind of exhibitor: 


“Average” Company 


1. It exhibits in from three to five 
shows a year—two out of three are 
national. 

2. Its preference for national shows 
is even greater than its habits in that 
regard. It is a little bit more inclined 
to feel that there are too many shows 
than that there are too few. 

3. It wants shows rotated in differ- 
ent cities and is just slightly more in 
favor of annual shows than biennial. 

4. It definitely wants attendance 
restricted. 

5. It has no objection to simul- 
taneous technical sessions and rather 
likes them. 

6. It has a leaning toward daytime 
show hours only. 
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the convention spot 


that has everything.. 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience 
facility, including a movie theatre, post office, 
photo shop, florist, gift shops and church serv- 
ices. There’s a real wide-open western welcome 
awaiting, so why not make your plans now! 
Convention season, early April to July 1 and 
after Labor Day to October 15. 


GOLF @ TENNIS e SWIMMING e 
HORSEBACK RIDING e SKEET AND 
TRAP SHOOTING e FISHING e 
MOVIES © BOWLING e DRIVE 
YOURSELF SERVICE e OUTDOOR 
ICE SKATING ® DANCING 


MEETING AND BANQUET ROOMS 


MEETINGS 
No. of Rooms Max. Capacity 
Opera House 500 
Duchin Room 100 
Slalom Room 100 


(Numerous smaller rooms 20 to 50) 


BANQUET 
No. of Rooms Max. Capacity 
Lodge Dining Room 350 
Continental 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays. 


RATES: American Plan 


$] 4 per person, two 


in a room RATES ON 
per person, REQUEST 
$18 


single room 


European Plan 


Capacity: Sleeping accommodations for 500 persons 


FOR RESERVATIONS and complete UNION 
information address Mr. Winston PACIFIC 


AND EVENING ENTERTAINMENT McCrea, Mgr., Sun Valley, Idaho. meme 


OWNED AND OPERATED BY UNION PACIFIC RAILROAD 
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7. It is quite definite as to wanting ing sales on the floor is well down the 
some kind of sponsorship for the line as a reason for exhibiting. 
| shows in which it exhibits; it likes 9. It charges about 58% of its show 
\trade association and _ professional budget to advertising, 35% to sales 
| group sponsorships equally well. and 7% to a special budget. 

8. It considers meeting prospects Remember, however, that the “avy- 
as the most important reason for ex- erage” exhibitor is a purely mythical 
hibiting, with advertising value sec- character and you’d have a rough 

a ond, and meeting customers third. time trying to find one. 

e . ° 

LARGE Exhibits e e e | Sales leads is a close fourth, but mak- 
7 


Part Three of Three Articles 


SMALL 


Exhibits 


Modern Note-Taker for Meetings 


Almost any recording device 
now can be adapted to “silent” 
note taking at meetings with a 
new $20 instrument, Orsotalk. 

Orsotalk fits over the dictat- 
\. ing machine microphone so that 

° 4 you can record without being 

CONVERTIBLE : heard. It allows a secretary or 

reg member of the audience to “take 

bad Exhibits ; down” a speech verbatim or to 

© record any salient points made 
by a speaker at a meeting. 

It is ideal for recording com- 
ments from the floor, because the 
operator can repeat statements 
and identify individuals by ap- 

ORSO and Orsotell <= if names are unknown. 
aater someone else can provide 


the names. 
Unless there are plenty of microphones in the audience area, it usually 


e is difficult to pick up all comments from the floor. Even a stenogra- 
YOU GET SO MUCH MORE pher loses something because she must look at her notebook instead of 
PER DISPLAY DOLLAR .. . with at the audience. With Orsotalk, you look directly at the speaker and 
CAPEX Prefab Exhibits! either repeat his words or paraphrase them. 
Whatever your exhibit space, or your porticular | Orsotalk was developed by Leo Orso, a professional recording special- 
Display problem, there’s a CAPEX Prefab design ist who found other stenocorder devices too expensive, too bulky or with 
to help you get the maximum in selling atmos- too many “bugs.” 
phere with the minimum strain on your budget. For an additiona! $15, Orso sends Orsotalk customers over three hours 
ort ee eS tae tek of recorded instructions and practice lessons. The lessons are designed 
or n = 


grounds, shelves, counter space—sturdy, ex- for those who want to make extensive use of Orsotalk. For the user 
pertly engineered construction —these are hall- | who plans to record meeting activities occasionally the practice lp records 
marks of CAPEX Prefabs. 


are not essential. An hour’s practice can make almost anyone proficient 
It’s not only that original cost is ay vg with the recording aid, according a Ace 
a Sounae + at lighiy eo Orsotalk is marketed by Associated Recording Services, P. O. Box 
cialized) — but you get other important advan- 1743, Washington, D. C. In addition to Orsotalk, ARS produces doc- 
tages in much lower shipping costs and in great umentary records of conventions. 
chunks of time saved in setting up and taking ae Beis 
down. —_—wSsw ee ete ee eo oe eee 
More than 1200 exhibitors, large and small, 
have ordered and reordered CAPEX Prefabs. 
You see more and more of them at every show | YOUR SALESMEN MOVE. . 
you attend. Why not check up on what CAPEX 


Prefabs can do for YOU? 


Send today 
for your 
“Idea-Starter” 
Portfolio of 
Distinguished 
Designs (on 
your business 


. . when there's a trip-of-a-lifetime prize to 
be won. 


For incentives tailored to 
your staff, why not call on the 
organization with proven re- 
sults? 


TO 
ENTERPRISES 
Prize trips don't cost—they pay 


"41 East 44th St. 
every time! New York 17, N. Y. 


please). 
Capex Company, inc. 
615 South Boulevard 4 Evanston, Illinois 


l 

! 

l 

I 

I 
letterhead, | 

I 

i a 
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If you‘re convening in Miami-Miami Beach 


v7 t; 
FLY EASTERN and... 


@ gain at least one extra day for fun in the sun, or be back at your 
desk one day earlier. 


@ visit the beautiful islands of the Caribbean. See Puerto Rico, 
Virgin Islands, Nassau, Havana or Mexico after the convention 
... at little extra cost. 


@ take your wife and family along... they'll love it! 


WRITE OR CALL: Convention Manager, Eastern Air Lines, 10 Rockefeller Plaza, 
New York 20, N.Y. or your local Eastern Air Lines office 


always the Best 


Now... 
*1,500,000 


Se micas 
2 NEW: a sound-equipped‘ convention hall ; 
rer display room tn He i a atmosphere of the new Hollywood Beach Hotel . . . as modern as tomorrow 


» 5 Fee ; 
I lan to hold your next convention in the rarified resort-estate 


acre—seating 2,000 at meetings .. . . .. as smoothly efficient as only 30 years of yesterdays can make it! 
1,500 at banquets! 


*k NEW : air conditioning throughout 
the entire hotel! 

*k NEW : every inch of the inside 
has been redecorated and refurnished! 


ENJOY the 1,000 feet of private ocean beach 
the Olympic Size pool encircled by 111 cabanas 
the 4 championship tennis courts 
the 18-hole golf course 
she = ARR nie ate 4 : the Hollywood Beach Hotel Country Club 
NEW: juisite oceanfront dining room! the magnificent shops in the arcade 
*k NEW : 25 meeting rooms at your disposal . . . the internationally famous cuisine 
meeting space for as few as 10— the exciting and different cocktail lounges 
as many as 2,000! the movie theatre 


the night club, featuring top talent and dancing nightly 


Pllwood [Beack’ Pot 


HOLLYWOOD-BY-THE-SEA IN FLORIDA 


Joun W. TyLer, Manager 
N.Y. Office: 502 Park Avenue, MU 8-6667 
Chicago Office: 505 N. Michigan Avenue, SU 7-1563 


write now for choice dates for the 1955-56 season 
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CARNIVAL type prizes were bought reason- 
ably by Tupperware's purchasing department. 


BIG PRIZES were available, too, for lucky 
dealers who used play money at gift auction. 
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Sales Convention Is 
Do-it-Yourself Affair 


Dealers spend average of $250 each to attend Tupper- 
ware’s training sessions and celebration. They entertained 
themselves with gusto and no one missed a single session. 


Fourteen miles from the nearest 
major convention facilities, TTupper- 
ware Home Parties Inc. put on a 
$350,000 sales convention for $100,- 
000 and provided an exciting pro- 
gram that made 1,000 dealers burst- 
ing with enthusiasm — attend every 
session. 

Largest gathering of its kind ever 
attended by most of those present, 
Tupperware’s rally, sales training 
seminar and birthday. celebration for 
the company in April, presented a few 
(thousand) problems. 

Yet the young firm, with head- 
quarters near Orlando, Fla., over- 
came all these obstacles by making 
use of a principle other companies 
could well adopt: Participation! 

Tupperware used the very people 
who attended the convention to help 
plan it and run it, a practical ap- 


plication of the “do it yourself’ 
principle. 

Take for example the item of en- 
tertainment—always a necessary part 
of a convention program. At the 
majority of large conventions, the 
planning team is too busy with a 
myriad of details to take on the addi- 
tional responsibility of “dreaming 
up” something good, and so usually 
hires professional entertainers. Has a 
company ever thought of asking its 
distributors to become sideshow bark- 
ers, fortune tellers, magicians or 
“girlie show’ dancers in a carnival? 
That’s what Tupperware did—and 
thereby accomplished two things: 
First, it saved perhaps $50,000 in 
professional entertainment costs, and 
second, it achieved a much higher 
degree of enthusiasm on the part of 
those who participated. 
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~~ 
MIDWAY of Tupperware Gulch with its side-show tents. BIRTHDAY CARD, 12 ft. by 12 ft. held 1,000 small greetings. 


With the exception of three pro- 
fessional guest speakers, everyone 
who attended the convention took an 
active part in preparing for it or run- 
ning it. A merry-go-round and a 
ferris wheel were the only bits of 
outside entertainment brought in and 
distributors even were employed to 
take tickets at these attractions. 

Another reason for the success of 
‘Tupperware’s convention was that its 
entertainment facilities were self- 
contained. Tupperware is known for 
getting a maximum of serious ac 
complishment out of its people during 
its conventions and the secret is its 
recognizing the need for a fun period. 
Size and scope of the Jubilee allowed 
an entire day for this and provided 
the fun right on the property—partly 
because there was no place else for it, 
and partly to keep the people psycho- 
logically happy to stay there. They 
hesitated to leave for fear of “missing 
something.” 

There was no need for those who 
had driven to the convention to rid 
into town to find fun on the side. 
The strenuous carnival activity kept 
the convention-goers occupied and 
left them exhausted. 

Can you imagine a housewife from 
New York City competing in a cow- 
milking coutest? That was the type 
of thing that went on! 

A back lot area was turned into 
a carnival ground, complete with 
mock western village hotel, stage 
coaches brought in for atmosphere, a 
bull ring stocked with live cattle ; 
donated by a large ranch, refreshment MASSIVE CAKE, surrounded by forest of candles, is cut by Brownie Wise, Tupperware 
booths, a barbecue pit and a dozen vice-president and general manager. Ceremony marked four years of business. 


GARDEN PAVILION seats 1,000 conventioneers for serious sessions. Attendance at 
all business meetings was reported at 100%. Nobody wanted to miss anything. 
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Yes! Available for | <I ae) 


Your Conferences ||] oye 


... the Famed Advantages of || || r ONVENTION 
America’s Fabulous Resort 4 - ROSSROADS 


BEST LOCATION on 

Miami Beach .. . Lincoln 
Road and Collins Ave., 
on the ocean... only 2 


—= short blocks from the 


<F 


Distinctive a, Municipal Auditorium. 
AR | A BANQUET and 
CONVENTION HALL 
seating !000. 
FIVE additional 
| Meeting Rooms seating 
s | 25 to 400. 
Unexcelled Facilities for 350 DELUXE ROOMS 


Conventions and Meetings | COMPLETELY 


See || AR-CONDITIONED 
January and April 


Besides the pleasures of a luxury | Wire or Write 
resort, the Arizona Biltmore offers de- R. H. “Dick” FREY 
luxe rooms and suites accommodat- Sales & Convention 
ing 350 people . . . a large dining room , 

seating 350 to 400 . . . a theatre audi- Director 
torium accommodating 250, with 
stage and 35 mm and 16 mm pro- 
jectors . . . several meeting rooms in 
sizes suitable for 25 to 100. . . also 
various recreational and informal 
meeting areas. 


Your delegates enjoy the service HOTEL 
that the Arizona Biltmore is renowned 


for, as well as its famous leisure time * ‘ 
diversions . . . its championship 18- 
hole golf course . . . tennis courts... 
colorful swimming pool and cabanas 
. .. riding stables and scenic trails. } 
ad 
tal 


For rates and other information, 


Write George Lindholm, General Manager, ate 
the ARIZONA BILTMORE, Phoenix, Arizona. 


ON THE OCEAN AT LINCOLN ROAD 


bad MIAMI BEACH, FLORIDA 


For Your SALES MEETING ... - from 10 to 1,000 


Largest Hotel between N. Y. & Buffalo 
Audio-Visual equipment 
Closed-circuit television 

7 parking areas within a block 

Minutes from N. Y. State thruway 


hotel 


JAMES F. GILDAY, EXEC. VICE-PRES. 
Syracuse 


SYRACUSE, NEW YORK TELETYPE $S300 


concessions such as a baseball throw, 
dart game, wheel of fcrtune, wild 
animal show, weight-guessing stand, 
girlie show and others set up in tents. 

Scene of all activity was Tupper- 
ware’s national headquarters, located 
14 miles south of Orlando, and four 
miles from Kissimmee, a town of 
5,000 population. 


Feeding Problems 


One problem, then, was how to 
feed 1,000 housewife-T upperware 
dealers and managers through the 
four days when the nearest restaurant 
— with only limited facilities — was 
four miles away. Morrison Food 
Service, Inc., a restaurant chain, was 
called upon. It rallied its key men 
from throughout the Southeast, 
brought in a total of 100 employes, 
set up steam tables and dishwashing 
plant in one tent, chairs, tables and a 
food-serving line in another the size 
of a football field. Equipment, food 
and supplies were brought in by semi- 
tractor trailers from Orlando. 

Although housing is one of the 
most important factors at any large 
convention, no matter where it is held, 
Tupperware’s problem was two-fold. 
After housing accommodations had 
been arranged, how were the 1,000 
persons to get to and from the scene 
of all the activity? 

Buses were chartered from the 
City of Orlando, and each morning 
they lined up in front of the two 
main convention headquarters hotels 
to load, and left as soon as they were 
filled. Early morning bus caravans to 
Tupperware's building, did much to 
add spirit and enthusiasm to the 
whole celebration, the women origi- 
nating and singing company songs. 

The affair was a celebration, too. 
It was. Tupperware’s fourth an- 
niversary, and to commemorate the 
event, Brownie Wise, company’s vice- 
president and general manager, got 
together a mixture of training ses- 
sions, carnival, recognition ceremonies 
and guest speakers—all wrapped into 
one convention package. In preparing 
for the “Homecoming Jubilee,” as 
they called it, the Tupperware staff 
realized that dealer participation 
would generate more enthusiasm and 
interest than anything they could 
bring in from the outside. 

First day was devoted to guest 
speakers, recognition and dedication 
ceremonies, and movies. Heading the 
list of distinguished speakers, Dr. 
Norman Vincent Peale, one of the 
nation’s foremost authorities on 
human relations addressed the group. 


Dr. Peale’s latest book, ‘““The Power 
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of Positive Thinking,” has been on 


top of the country’s best seller list for | 
more than two years. Thus, his talk. | 
to the Tupperware salespeople on | 
“positive thinking,” keynoted the con- | 
vention with inspiration and enthus- | 
iasm that helped make it a complete 


success. 

A. H. Kulikowski, editor and pub- 
lisher of Salesman’s 
magazine, was among the guest 


speakers. He told Tupperware people | 


that opportunity, especiaily for them, 


was in their future because of the | 


nature of America’s expanding econ- 
omy. Another of the guest speakers 
was Charles B. Roth, author and 


speaker, who was billed as “probably | 


the nation’s most outstanding au- 


thority on salesmanship in America | 
today.” Delivering a potent message | 
to Tupperware salespeople, Roth out- | 


lined severa! pointers that everyone 
in the direct selling field should 
know. Nearly everyone in the 
audience took extensive notes on 
Roth’s address. 

Evening of the first day, Hassoldt 
Davis, jungle explorer and author, 
showed a movie of his most recent 
exploration into the jungles along 
Africa’s Ivory Coast, where he 
gathered material for his latest book, 


“Sorcerer's Village.” The book was | 
released the day after he appeared at | 
the Tupperware gathering. Another | 
showing five ‘Tupperware | 


movie, 
dealers and one manager on a trip 


through Paris, also served to add an- | 
other pinch of enthusiasm. The six | 
housewives were winners in a nation- | 


wide sales contest. 

Second day of the Jubilee was de- 
voted entirely to fun-making. It was 
a giant carnival for everyone, includ- 
ing a cow-milking 
judging contest, rodeo, trick riding 
show, barn dance and 40-minute fire- 
works display. 

Tupperware distributors partici- 
pated in the carnival by operating 


some 20 concessions and side shows | 


where the dealers and managers spent 


bogus bucks. It was an $11-million, | 


$500-thousand 


midway (in play 


money). Because of this participa- | 


tion, high spirit was engendered and 
costs were reduced to half of what 


they could have been had outsiders | 
been brought in to run concessions, 


side shows, training sessions. 


Cooperation from local groups 


also contributed to the atmosphere | 


of the occasion. Junior Chamber of 


Commerce from nearby Kissimmee, | 
for example, put on a steak barbecue | 


for the 1,000 guests. Silver Spurs 
Riding Club put on the rodeo. 


After the rodeo the second day, 


dealers and managers took part in a 
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Opportunity | 


contest, jam | 


Standout Convention site 
outside the U.S.... 


Overnight from New York or Chicago: 


The ROYAL YORK Toronto 


LARGEST HOTEL IN THE BRITISH COMMONWEALTH 


COMPLETE FACILITIES FOR WORK: These 
fine convention facilities, in an atmos- 
phere of modern luxury, will help you 
get things done quickly, simply, suc- 
cessfully: 

1200 comfortable rooms, all radio- 
equipped e Large Convention Hall; 
Banquet Hall with stage and organ; 
Regal Ballroom e Exhibit rooms, 
meeting rooms, secretarial rooms; 
Sound projectors, both 16 end 35mm, 
trained operators @ Portable public 
address system 

AND FOR PLAY: Name bands and popu- 
lar entertainers perform nightly. Take 
your choice of attractive eating places 
right here in the Hotel: 3 restaurants 
and 20 various meeting rooms, all 
with Canadian Pacific’s typically 


prompt and courteous service. And if 
you like, go on the town. The Royal 
York is smack in the center of To- 
ronto’s business, theatre and shop- 
ping district. 

HOW TO GET THERE: Toronto, with its 
Union Jacks and British flavor, adds a 
fascinating touch to any convention. 
Yet it's only an overnight trip from 
many U. S. cities. 

FOR DETAILS AND RESERVATIONS: Write 
Convention Manager, Royal York, To- 
ronto. He'll handle everything for you. 
For other excellent convention sites, 
write Canadian Pacific, 581 Fifth 


Avenue, N. Y. 17, N. Y. 


Camadian Pacific 


™ Philadelphia Story 


FOR CONVENTIONS AND MEETINGS BEGINS 


‘DRAKE Room 


The beautiful new Drake Room, air-conditioned and 
imaginatively designed and decorated by Dorothy Draper, 

is an efficient and unique new setting for conventions, sales 
meetings and other group functions. Every wanted feature is 
here, including the most advanced acoustic and visual aids, 
scientifically planned lighting and other outstanding equipment 
for meetings and exhibits. 

In addition to the beautiful Drake Room, accommodating 

up to 600 persons, several smaller Draper-decorated rooms 
are available for groups of all sizes and, if your plans include 
luncheon or dinner, the Drake banquet staff has a reputation 
for distinguished cuisine. 

You are cordially invited to inspect the Drake's handsome 
new private function rooms. 


le | DRAKE 


Spruce St. West of 15th, Philadelphia 
Kingsley 5-0100 


‘HOTEL 


at Bretton Woods, New Hampshire 


c 


if you are contemplating a city meeting we invite you to The Drake of 


Philadelphia with its new magnificent ballroom and meetings facilities 


country auction where they bid on 
—and won—such prizes as a dia- 
mond ring, diamond studded watch, 
TV set, automatic electric dryer, 
radio, mink cape, and scores of other 
household appliances and furnishings. 

That evening, the barn dance was 
interspersed with home talent shows 
put on by dealers and managers. One 
group from Milwaukee donned 
Bavarian costumes and danced and 
sang German folk songs to the de- 
light of the audience. Another group 
did a square dance, while another did 
a pantomime—all of which added to 
the spirit of the convention. 

Third and fourth days were spent 
in day and night training sessions. 
Two seminars and a training rally 
were held, and the three sessions, run- 
ning concurrently, contained pro- 
grams that covered everything from 
“How to Train Recruits” to “How 
to Use Publicity.” One dozen of 
Tupperware headquarters staff mem- 
bers rotated from one session to the 
other throughout the three classes. 


100% Participating 


Not to be overlooked: there was 
100% participation throughout the 
training sessions — no sightseeing 
absentees, nor tardy students given 
over to shopping instead of learning. 
By the third day of the convention, 
enough enthusiasm, spirit and inter- 
est had been built up that there 
wasn’t a person who thought she 
could afford to miss a single hour of 
the Jubilee. 

Great majority of those in attend- 
ance were on the edge of their chairs 
throughout the affair with a “what’s 
next” attitude. Greatest incentive at 
training sessions was that students 
knew they had to attend the sessions 
in order to receive their diplomas at 
graduation on the final evening. 

‘Tupperware spent slightly more 
than $100,000 for the Jubilee, which 
included everything from rental of 
the merry-go-round and ferris wheel 
to expenses for new sound equipment. 
A major factor to be considered in 
this cost analysis is that each person 
who attended the convention paid her 
own way, including traveling ex- 
penses, hotel accommodations and 
two meals each day. Tupperware 
paid for four evening meals. 

Each conventioneer’s cost averaged 


up to approximately one-quarter of a 
million dollars. Thus, the total cost 
for the four-day convention-celebra- 
tion is set at $350,000 for the biggest 
Jubilee in the company’s history. 

The End 


SM/JULY |, 1955 


FLY NATIONAL... the Convention Airline — 
TO MIAMI... the Convention City 


THE NEWEST, MOST MODERN FLEET IN PEP YOUR SALES WITH “P.E.P.” 
THE NATION! Fly National, Airline of the Stars, to 
Miami and Miami Beach...combine a perfect vacation 
with a truly successful sales meeting! 


National's sure-fire Personne! Encourage- som cous 
ment Program offers travel and all-expense agents 
vacations as valuable incentive prizes for 

National is equipped to fly both large and small groups, your salesmen. Ask us for details! 

and will arrange all transportation details. For further 4 p ea 

information, contact your nearest National ticket office National Serves 17 Florida Cities 

or write direct Convention Dept.; National Airlines, Inc.; ... More Than Any Other Airline! 

3240 N.W. 27th Ave.; Miami, 42 Florida. 


NATIONAL AIRLINES  smesemncte 


B ‘ Nioléne of the aié- * Only 58 minutes away. Exclusive four-engine 


DC-6B flights. Just $36, round trip, plus tax! 


ized to fit 


your|convention 


THE CONVENTION HOTEL 
— HOTEL 


Grand ballroom with no view- IN THE HEART OF 


| 
obstructing columns . . . seats MIAMI BEACH... EV | lle 
2,000 at meeting, 1500 at banquets | 
THE CONVENTION CITY! 


Five other individual meeting rooms 
for smaller groups of 50 to 500 


Business group of ten, or king-sized convention of thousands — 


f ae 
12,000 square feet of exhibit area the Seville offers complete flexibility of accommodations pilus 


Monitored air conditioning utmost hospitality and convenience! 
throughout 


Private beach, pool, cabana club OPEN DECEMBER 1955 — Now Booking 1956-57 Conventions! 


OCEANFRONT 
1000 de luxe guest rooms 


immediately adjacent 29th TO 30th STREETS * MIAMI BEACH, FLORIDA 


Write to: BEN GOULD, Director of Sales 
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tHE VEW * 
e 
Da-Lite 
Hilo ° 
“PUSH-BUTTON” PROJECTION SCREEN 


... now better than ever! 


SET 
IT HIGH 


NEW White Magic surface, improves 
color projection of slides and movies. 
Famous “Push - Button” Opening! 
One touch . . . extension tube pops up 
... legs glide open .. . you’re ready 
to go! 
TWO SCREENS IN ONE, 
Use it as a tripod model or hang it 
. and it’s completely portable! 


3 POPULAR SIZES 
50” x 50” $3575 


THE ROYALTY 
OF PROJECTION SCREENS 


MAIL COUPON TO: 


DA-LITE SCREEN CO., INC. 
2795 N. Pulaski Road, Chicago 39, Ill. 


Send my copy of ‘'Better Audio-Visual Planning*'! 
Name 

School or Organization 

Title 

Address 


State 
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How to Handle “Squares’ 
At Round-Table Discussions 


| Nothing encourages constructive thinking like a round-table 
discussion. Success with this conference technique lies 
_with the leader. How he starts, draws forth comment and 


keeps on the track combine talents that are easy to acquire. 


By PAUL ROBERTS 
Principal, McKinsey & Company* 


Question that troubles many execu- 
tives is, “How can I bring the com- 
bined knowledge that my associates 
have acquired over many years of 


| practical experience to bear upon the 
| sales problems we face?” 


One answer is the conference, a 


| proven means of stepping up profit- 


able sales volume. Specifically, let 
us consider the type of conference 
known as the round-table discussion. 
How do you ensure its success? 

I have participated in and observed 
hundreds of successful round-table 


| discussions. Out of this experience I 


believe it is possible to identify a 
few of the most common problems 
that are encountered, and to suggest 
some answers. 


| What Is 14? 


To begin with, what is a round- 
table discussion? Who is responsi- 
ble for its success, and what is he re- 
sponsible for? How do you start? 
How do you keep it rolling? And 
how do you wind it up so that every- 
one feels that it paid off in real divi- 
dends? 

A round-table discussion is an ex- 
tension of a discussion among a few 
people, such as we all hold across our 
desks in our offices nearly every day. 
It is a means of encouraging construc- 
tive thinking and pooling the experi- 
ence of a group of people regarding a 
subject in which they have a common 
interest. 


But it is more than this. You sit 


| around a table. There is something 


about sitting around a table that is 


*Management Consultants, New York City 


conducive to discussion and the ex- 
change of ideas. For some reason, 
participants feel more “at home,” 
less formal, and tend to be more 
willing to talk. 

An agenda normally is agreed upon 
by the group at the beginning of a 
round-table session. This is just an- 
other way of deciding in advance 
what will be discussed—as you and 
the men around your desk agree on 
why you have gotten together in 
your office. 

Success of any round-table discus- 
sion depends to a great extent on the 
ability of the discussion leader. He 
introduces topics to be discussed, en- 
courages fre2 participation, sees to 
it that all phases of the problem are 
examined, keeps the discussion ‘on 
the beam,” and summaries the think- 
ing of the group. His job is to get 
the discussion started, keep it going, 
and bring it to a close. 


Responsibility 


The successful discussion leader 
does not have to be an expert on all 
phases of the subject under discus- 
sion. He needs only to be sufficiently 
familiar with it to understand what 
the individual members have to say 
from their own experience, and to 
differentiate between what is impor- 
tant and not important. His responsi- 
bility is not to provide answers to 
questions that are raised, but rather 
to draw out of participants the ex- 
perience they have which bears on 
the point that is being discussed. 
Out of the comments of all group 
members, the discussion leader should 
help the group to arrive at a joiat 
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conclusion regarding what steps can 
be taken to resolve the problem un- 
der discussion, and practical con- 
siderations that are involved. 

One of the very first things the 
leader should do is to give a clear 
idea of, and get agreement on, the 
general “ground rules” for the dis- 
cussion. ‘They might be: (1) This 
is a pooling of the knowledge of all 
participants and; (2) Everyone is 
expected to contribute and is free to 
speak his mind when he has been 
recognized by the leader. 

Other essential for the early stages 
is the discussion leader’s statement 
of the conference purpose, and his re- 
view (with the group’s participation) 
of items on the suggested agenda. If 
the group wishes to include other 
items, delete items, or change the 
suggested order, this may be done. 


How to Start 


Now the group should be ready to 
start. A good way for the leader 
to open the first subject for discus- 
sion is to ask for comments on any 
aspects of the first topic that mem- 
bers think are important. Comments 
may take the form of a statement of 
opinion, or perhaps a question or a 
problem to be considered—anything 
that will get the discussion started. 

It may be helpful for the leader to 

put a word or two on the blackboard 

to focus attention on the topic, agd dl bk tides tien 
then add points as they are raised in ing a single flat shipping case. 
the discussion. 
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idea. Everyone requires some time NAME 
to send an idea down through his FIRM NAME 
experience to check it against what 
he already knows. Your quiet mem- 
ber may be asking himself, “Does this 


People differ in the speed with 
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make real sense?’ You must allow 
for this, especially if the idea seems 
new to the group or needs to be re- 
lated to what they already know. 
No one begins to think until he is 
faced with a problem, and it must be 
a real one. Before a group member 
will listen open-mindedly or partici- 
pate, he must recognize that he has 
a problem. He needs to hear how 
others have handled similar situa- 
tions. If he learns that others have 
run into the same problem that he 
has been wrestling with or one akin 


to it, even your most hesitant member 
will be encouraged to volunteer, 
‘“That’s what we’re up against, only 
we find that this is our problem.” 

Ir is up to the conference leader 
to keep on the track. He has to see 
that everyone “gets into the act” but 
that no one monopolizes the discus- 
sion—least of all himself. He does 
not tak: sides; he plans, leads, en- 
courage., stimulates and summarizes. 

He needs to understand the kinds 
of individuals who may be in the 
group. 


FOR UNSURPASSED CONVENTION CONVENIENCE 


565 luxurious guest rooms and suites overlook ocean or Indian Creek 


24,000 sq. ft. of exhibit space 


Meeting facilities for up to 5250 people in private conference rooms and 


oversize convention hall 
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Putting green, driving range, tennis courts, private yacht anchorage 


4 cocktail lounges and La Ronde Supper Club, featuring top name acts 


and bands 
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AMERICA’S LARGEST AND FINEST CONVENTION-RESORT HOTEL 


For information write or wire 
JACK M. SLONE, Director of Sales 


BEN NOVACK, President 
DUKE STEWART, Manager 


One type could be the member 
who tends to take over, a grand guy, 
usually, and not a pest. When he 
pauses for breath, thank him, briefly 
sum up his ideas; then direct a ques- 
tion to someone else. You should be 
careful not to give an impression 
that you are giving him the brush- 
off. The entire group is cautiously 
waiting to see how you handle him. 
They want proof that you mean to 
have an open and free discussion. 
You may also toss this member’s 
contribution back to the group by 
saying “Let’s see whether this checks 
with the group’s experience.” 


Stimulation 


Second type is the member who 
does not participate in the discussion. 
You should draw him out with direct 
questions as often as you can with- 
out making him feel uncomfortable 
or putting him on the spot. This will 
give him a feeling of belonging, and 
tends to stimulate his creative think- 
ing. 

Another type may be the one who 
talks to others on the side. If this 
occurs, pause, let the others listen to 
the conversation, then draw him into 
your discussion by asking for his 
opinion. This handling will keep 
from embarrassing him. 

Fourth type of member may be 
one who has a tendency to get off the 
beam. You should redirect atten- 
tion to the subject by some remark 
such as, “That is very interesting, but 
will you hold it until later?” Try to 
make a note of the point and cover it 
later if you say you will. He will 
resent it if you do not. If the topic 
under discussion has been written on 
the board, you can say, ‘“Let’s get 
agreement on this first.” 


Opinions 


Fifth type is the member who asks 
the leader for his opinion. Where 
possible, you should redirect the 
question to the group. Do not pass 
the buck, but if you give too much 
of your own experience, the group 
will tend to let you do all the talk- 
ing. When you do give your opinion, 
give it as “one man’s opinion’ and 
give it only after there has been full 
discussion by the group. You are 
part of the group and have a right to 
sound off. But what you say should 
be in the nature of an additional 
contribution. If possible, you might 
want to put it in the third party: 
for example “I know of someone who 
had this experience, etc.” 

To keep the discussion on the 


beam, you will find the blackboard a 
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great help to direct and control dis- 
cussion. Write the point to be dis- 
cussed on the board. This is impor- 
tant. It is one of your best control 
techniques. Unless you use it, the 
group can easily go astray. They may 
even forget the point under discus- 
sion, if the going gets hot. When 
off-the-beam contributions are of- 
fered, refer them back to the head- 
ing on the blackboard. Some remark 
like, ““Let’s nail this one down first,” 
will pull them back on the beam 
without stepping on anyone’s toes. 
It is important for the leader to 
make sure that the group under- 
stands that differences of opinion are 
part and parcel of any true discus- 
sion. These differences may not in- 
volve underlying basic principles un- 
der consideration, but they have to 
do with the method of application 
of these principles under certain 
situations. It is necessary to have 
differences of opinion for productive 
discussions. It is through this inter- 
change of ideas that views are modi- 
fied, and all profit through an ex- 
change of experiences. When agree- 
ment is reached, discussion ceases. In 
addition, some men may have learned 
incorrectly from experience and need 
freedom of expression and full dis- 
cussion by others to help them cor- 
rect or modify their own thinking. 


Relaxed Attitude 


Last impression I want to leave is 
that the successful discussion leader 
is bound by hard-and-fast rules. His 
most productive sessions are held in 
the same way, relaxed attitude as he 
maintains in his office, talking across 
the desk with one or two business as- 
sociates. Above all, he should never 
feel hamstrung with ironbound ‘“Do’s 
and Don'ts.” Thus, suggestions that 
are found in this article should be 
looked upon as suggestions only. 

One method that I have found is 
often helpful is for the discussion 
leader to adopt a noncommittal atti- 
tude even when a fine idea is ad- 
vanced. The group is looking for your 
reaction. Your reaction one way or 
the other, may tend to dry up dis- 
cussion or bring about a teacher-pupil 
atmosphere. Strive to remain the 
leader, and not to take over this dis- 
approval or approval phase. It belongs 
to the group. 


Avoid Rephrasing 


Avoid rephrasing points except to 
gain clarity. By so doing, you can 
avoid creating the impression that 
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you are superimposing your thinking 
on the group, or that you have the 
answer and are trying to get them to 
express it your way. Be sure to get 
agreement from the member that you 
have expressed his idea correctly when 
you do rephrase it. 

Avoid giving your opinion as much 
as possible. Take your time, do not 
dominate the discussion. ‘This does 
not mean that you should not enter 
into the discussion. You can take 
a case history right out of your own 
experience, but it will be stronger if 
you put it in the third person. For 


4 


example: “I remember that one of 
our sales representatives was faced 
with this situation once.’ 


Summarize 


Summarize frequently, as this af- 
fords an excellent opportunity to re- 
peat and give added emphasis to im- 
portant points. You can do this in- 
formally and in some such manner 
as: “Well, let’s see where we have 
been,” or “Let’s pull together and see 
whether we agree.” This affords an 
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excellent opportunity for you to in- 
ject your own thinking without seem- 
ing to “tell” the group or influence 
its thinking in an objectionable way. 
Though the leader should not al- 
low discussion on a specific point to 
continue too long, neither should he 
terminate it while it is still active. 


Creative Thinking 


Objective is not always to cover 
all the ground outlined in the agenda, 
but rather to stimulate group mem- 
bers to think deeply about the subject 
under discussion. If answers to some 
of the tougher questions are not ar- 
rived at, it should not be of concern 
as long as the group is still arguing 
them and their creative thinking has 
been stimulated. Some solutions 
take much time and thought to de- 
velop. 

Group members should carry 
away with them added knowledge 
and skills that they can translate in- 
to additional self-help. They should 
have a feeling that they have added 
to their ability and have arrived at 
certain solutions to problems through 
which they can improve their work. 
They must feel more mentally alert 
and aware of the real problems that 
exist and challenged to find workable 
answers to these roadblocks to in- 
creased productivity. 


Stress Benefits 


This can be aided by a summary 
of the discussion. If the discussion 
is a long one, it may take 15 minutes 
to summarize high spots of what 
has been thrashed out. If group 
members help to boil things down at 
this point, they will carry away more 
lasting impressions. ‘The discussion 
leader has his chance here to stress 
to them the benefits of putting to 
immediate use ideas they have jointly 
developed. Now, too, is his oppor- 
tunity to put in his own two cents’ 
worth—to include his ideas in the 
summing-up. 


To Get Results 


One way to get started on this 
part of the discussion is for the leader 
to say something like: “We have 
covered a lot of ground today. Per- 
haps it would help us all if we spent 
a few minutes deciding together what 
we have concluded as a result of our 
discussion.” 

For example, if the subject has 
been “How to Get Salesmen to Make 
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Better Use of Their Time*,” the dis- 
cussion leader might summarize the 
group’s conclusions under four broad 
Statements: 

1. A salesman must be sold on the 
value of time and the importance to him 
personally of making proper use of it. 

2. Supervision is the primary source of 
control, but supervision can be aided 
materially by good summary performance 
statistics. 

3. Direct incentives are being used by 
a number of companies to gain acceptance 
of the importance cf improved time utili- 
zation performance. 

4. Graphic presentation of results of 
more effective time utilization can help to 
gain acceptance by salesmen of the idea 
that it is worth-while to make the effort 
required to improve their use of time. 

This brief outline has not even 
touched on many important aspects of 
round-table discussions, such as equip- 
ment needed (blackboard, easels, 
charts), size of facilities (large, well 
ventilated), size of group (ideally 
12; no fewer than eight, if possible). 
Most of these depend on individual 
circumstances. But one subject that 
cannot be omitted is what the com- 
pany and participants gain from such 
a round-table discussion. 

Presumably, management will 
have decided early in the game that 
it stands to gain something from the 
endeavor, and will have a clear-cut 
idea of just what the benefits are. 
Here again, every company will dif- 
fer. But it might not be amiss to 
run briefly over some of the benefits 
that, in general, can and do result 
from the successful round-table dis- 
cussion: 

1. It teaches participants to think, 
to analyze situations. No way has 
ever been more successful to train 
people to think than to make them 
practice it in group discussions. 

2. It improves the member’s ability 
to do things through exchange of ex- 
perience. 

3. It provides him with construc- 
tive help, stimulates his creative 
thinking. It tends to build a positive 
attitude toward the solution of day- 
to-day problems. 

4. It makes him feel that he “be- 
longs” and creates an atmosphere of 
teamwork and understanding. 

5. It creates a total that is greater 
than any of its parts. When two 
people exchange ideas, an entirely 
new concept is usually developed for 
both. The combined knowledge of 
a group is often more than the sum 
of their knowledge as individuals. 


* This example from Round-Table Seminar, 
Sales Executives Club of New York, March 
7, 1955. 
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FIRST JOINT EFFORT of watch and clock manufacturers is large exhibit in U. S. 
Department of Commerce Building, Washington, D. C. Tells industry's role in defense. 


DEMONSTRATION of drilling holes in jewels attracts crowds at exhibit. Drill, with 


diameter of one-third a human hair, is operated by trained technician for month-long run. 


How They Unite to Tell 
Their Industry's Story 


Clock and watch manufacturers never entered into a joint 
public relations program until they got together to pro- 
duce an industry exhibit in Washington. Individual com- 


pany mentions at minimum, message is spotlighted. 


BY ROBERT B. KONIKOW 


There is nothing like an exhibit 
to tell the story of an entire industry, 
say members of American Watch and 
Clock Manufacturing Industry, who 
have just gone through their first 
joint venture in the field of public 
relations. An indication of their con- 
viction in this thesis is the fact that 
their initial project was no dipping- 
of-the-toe gesture, but a full plunge 
on a grand scale. The exhibit, which 
went up in the lobby of the Commerce 
Department building in Washington 
D. C., had a running length of 150 
feet, ran for the full month of April, 
and was manned by a crew of eight. 

From time to time, United States 
Department of Commerce has invited 
industry groups to use its lobby as an 
exhibit hall. All these exhibits are 
non-commercial in the sense that they 
do not promote any specific company, 
nor do they attempt to sell products. 
They are institutional, aimed at 
bringing a better understanding of 
American industry to Capitol Hill, 
to government officials and to Wash- 
ington visitors. In addition, anything 
that goes on in Washington can give 
rise to national and international pub- 
licity, extending far beyond the group 
that actually attends. 


Year to Plan 


This exhibit started almost a year 
before opening date, when the Depart- 
ment suggested that members of the 
industry participate in an instrumen- 
tation show about to be opened. 
Mainly because the time left was too 
short, this invitation was turned 
down, but the idea had been planted, 
and action on it started to roll. 

Its development was not made 
simpler by absence in the industry of 
an all-inclusive trade association. 
There is one group which contains 
three of the four jeweled-watch man- 
ufacturers and another with pin-lever 
watch and clock makers. The two 
groups had never had much formal 
contact, but the Washington counsels 
had found it convenient to maintain 
informal relations, and these four 
attorneys served as a working com- 
mittee to carry the idea forward. 

The idea fell on fertile ground, and 
the next few weeks saw its develop- 
ment, with areas of agreement being 
spelled out. One of the first points of 
agreement turned out to be one of the 
most important. They agreed that the 
exhibit would tell an industry story 
with roles and claims of individual 
companies far in the background. 

This sounds like an obvious deci- 
sion, but far too many previous efforts 
in the Commerce lobby violated this 
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rule, to the detriment of the main 
purpose. Impact was watered down 
by individual efforts to gain the 
spotlight. 

Another decision was that the ex- 
hibit would be designed specifically 
for this appearance. Too often in the 
past, cooperating companies had sent 
on whatever was in their exhibit 
warehouse, sometimes with an _at- 
tempt to drag in the industry story, 
but often without even that. End 
result was often more like a second- 
rate trade show than the voice of an 
entire industry. 


With the special problems of a 
Washington audience, and with the 
four local attorneys acting as the 
executive committee for the group, 
a Washington contractor was de- 
sired. Ideas were still too vague to 
issue specifications suitable for bid, 
so selection was based on background 
and approach to the basic theme. Pre- 
sentation Associates was given the as- 
signment, with Donald McLaughlin, 
Jr., as exhibit designer and producer. 

The Commerce lobby is a rectangle 
120’ x 40’, and the first impression is 
that it would be simple to design an 
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4 luxurious olympic-size swimming pools, all with cabanas 
and 1200 feet of private beach . . . Convention-trained 
personnel. Every function personally supervised. 
European, American or modified American plans optional. 
All completely air conditioned. Competitive rates. 
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SANS SOUCI 
SAXONY 
SEA ISLE 

SEVILLE 


CONVENTION HOTEL GROUP 


Inquiries to: Robert H. Whalen, Sales Manager 3001 Collins Avenve, Miami Beach, Florida 


in Washington Phone: EX 3-6481@ In Chicago Phone: MO 4-5100® In New York Phone: MU 6-6990 
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exhibit for this high-ceilinged space. 
However, it is the main entrancé to 
a building with 5,000 employes and 
many more visitors. There are three 
double doors from the street, four 
corridors leading from the lobby, and 
a secondary lobby reached through 
three archways. In addition, the lobby 
leads to the Department information 
desk, a government bookstore and an 
Indian Bureau craft shop. Access to 
all of these must be preserved. 

Thus the designer must allow free- 
dom of movement in all directions 
through his exhibit, without losing 
the impact of a large unified display. 
In this case, the dilemma was solved 
by thinking of the exhibit as.a group 
of smaller units, with passage way 
between. They were tied together by 
a large overhead sign with cut-out 
illuminated letters, and by a unified 
color scheme. In addition to black 
and white, only two colors were used, 
and these in broad areas. This tended 
to tie the units together. 


Security Theme 


As the visitor entered the lobby, 
his eye was first struck with the over- 
head sign, which dominated through 
its position, size of its letters, and 
brightness of transillumination. On 
the left was a full sized Nike guided 
missile, loaned by the Army. Behind 
it, on the semi-circular unit, were 
samples of defense items produced by 
members of the industry. This backed 
up the theme “Vital to Our Security,” 
which appeared in the illuminated 
letters. 

Balancing this side, at the other 
end of the exhibit, a similar semi- 
circular unit, under the slogan ‘“Es- 
sential to Our Economy,” presented a 
selection of peace-time contributions, 
both to domestic needs and to indus- 
trial requirements. To lend greater 
interest to this end of the show, there 
was a case of historical timepieces, 
dating back to 1525. It included 
such items as a watch presented to 
Josephine by Napoleon and one car- 
ried by Lincoln for most of his life. 

Four stands ranged opposite the 
doorways to carry the meat of the 
argument. For unity, these were 
identical in basic structure and color 
arrangements. Unit displays were 
placed on the ledge and against the 
back wall. Lighting was an important 
element here, with each side of each 
stand using two three-foot fluorescent 
and four 150-watt reflector lamps. 
Wherever possible, audience partici- 
pation was utilized, and the audience 
was encouraged to get as close as 
possible to individual items. This was 
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essential since two of the main char- 
acteristics of the industry are pre- 
cision and miniaturization. 

In spite of attempts made towards 
audience participation, this part of 
the exhibit was basically static. To 
balance this, companies agreed to set 
up some live demonstrations. As ex- 
perience showed, this lifted the exhibit 
right out of the ordinary, and multi- 
plied its impact many times over. 
Operators of the four production-line 
machines were able to give visitors a 
feeling of the industry as a group of 
people, not a group of machines. In 
addition to these machines, whose 
finished parts (made at the show) 
have actually been incorporated into 
salable items, there was one operator 
with a modern watch tester, and a 
manned demonstration of the world’s 
smallest precision gyroscope. 

This made a demonstrating staff 
of five people. (Ed. note: In case you 
kept count as you read the last para- 
graph, two of the machines were run 
by a single operator.) In addition to 
these five, sent from factories in the 
industry, two uniformed guards were 
hired for protection of valuable items 
on display. The staff was rounded out 
by an exhibit director, who handled 
public relations contacts on the floor 
of the exhibit, answered questions on 
industry policy, arranged schedules, 
and filled in as an additional demon- 
strator when required. 


Grand Opening 


Grand opening the press, distin- 
guished guests, and officials of spon- 
soring firms, took place after a tra- 
ditional cocktail party at a nearby 
hotel. The brightly-lit, colorful ex- 
hibit made a fine impression. It re- 
flected little of the last minute rush, 
the occasional desperate improvising, 
and those compromises that, while 
heart-rending and distastrous to the 
designer, are never noticed by the 
average viewer. Nor did it reflect any 
of the tortuous steps by which such 
an exhibit is developed and planned. 

First step in such a development is 
to agree on the main theme. This was 
done without much difficulty, since it 
was conceived as part of the overall 
campaign to demonstrate to America 
the essentiality of the industry. Few 
people understood the role of the 
horological industry in our economy. 
Few realized the contributions it 
makes to our security. Few had a 
realization of the unique skflls that 
must be preserved. 


After a preliminary field survey, 
the designer prepared a broad ap- 
proach to the problem. This included 
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sketches and blue-prints, and a list of 
the type of display items which could 
be incorporated. Some of these were 
very specific, based on his visit to the 
factories; others were hypothetical, 
based on general conversations and 
speculations. These were presented to 
an all-industry meeting, accompanied 
by a suggested time schedule. 

Now commenced the common proc- 
ess of education in the problems of 
exhibit design and construction. As 
comparative novices in the exhibit 
field, committee members found it 
hard to visualize the finished display 
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| Let Northwest take this load 


TRANSPORTATION 


from sketches, and difficult to accept 
the time requirements. 

Suggested and requested display 
items came flowing into the office of 
Presentation. In spite of all early 
precautions, some were immediately 
unsuitable, others could be modified, 
while a few just never came. Along 
with the physical items, came back- 
ground materials, to help the caption 
writer. 

As exhibit items were assigned 
to their position, captions were writ- 
ten. Here a balance had to be struck 
between too much and too little tech- 


SITE SELECTION 
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here’s how NORTHWEST 0.<«¢ AIRLINES 
can help you plan a great convention! 


@ Northwest’s staff of convention-planning experts will 


handle all details . . 


. contact delegates, give schedule 


and fare information, arrange side trips and tours. 


Arrange for family participation ... half-fare Family Plan. 


Northwest Stratocruisers, world’s most luxurious airliners, 
or low-cost Air Coach delivers delegates refreshed and 


relaxed... 


ready to pitch into meetings. 


Only Northwest serves cities coast to coast, Hawaii, Can- 
ada, Alaska and the Orient. ..with fast, frequent schedules. 


Contact any Northwest office or . 


. . Convention Bureau, 


Northwest Orient Airlines, 1885 University Avenue, St. 


Paul 1, Minnesota. 


AIRVENTURE INCENTIVES. Salesmen sell harder when the prize 
is a free vacation. Write for information on how to pro- 


mote this sure-fire motivator. 


Put your 
Salesman in 
this 

picture 


The most highly prized 
sales incentive is a luxurious cruise 
to Bermuda and Caribbean resorts. 
This has been proved in contests 
conducted by: 


Admiral Television 
Bankers Mutual Life 
Chrysler Continental Assurance 
General Electric 
International Harvester 
Philco R.C.A. Vicios 
Swift 
We stinghk OU SE 
and many others! 


Give this out-of-th@ordinary prize 
and watch your salesmen really 
sell! There are innumerable 
possibilities for dramatizing 

such a prize which has universal 
appeal. We'll be happy to show 
you how it can be done. A 

word will bring you the plans 

and promotion material. 


Sales Departme nt 


FURNESS LINES 


34 Whitehall Street, New York 4, N. Y. 
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"WORLD'S SMALLEST EXHIBIT" is included among displays. 


em 


Actual parts of a watch 


movement are demonstrated, Thimble (with tiny screws) at right indicates size of display. 


nical information. Choice was made 
on the contribution of the item to the 
main theme. Technical material, in- 
teresting though it may be, was elimi- 
nated if it tended to overshadow the 
exhibit theme. In order to make sure 
that the point of the exhibit was 
grasped even by those who skimmed 
through it, captions always carried 
at least some of the story, but from 
an individual point of view. 


Publicity 


When you put on such an exhibit, 
one aim is to get your story to as 
many people as possible. Publicity is 
one of the tools that helps to get your 
theme widely spread, in addition to 
drawing visitors into the show. Wash- 
ington is a good spot for this, and 
there are many angles that can be 
played to get local coverage through- 
out the country. In addition to having 
a good supply of syndicated colum- 
nists and reporters, it is easy to get 
local stories set up. Senators and rep- 
resentatives were invited to the ex- 
hibit, where they were photographed 
for their home town papers, and were 
given a guided tour of the display. 

Another useful tool in spreading 
the word is the throw-away. Too 
often, however, the device is con- 
sidered literally; the leaflet is picked 
up at the show, glanced at, and be- 
comes litter outside the hall. Some- 
thing out of the ordinary must be 
done to keep such a leaflet alive. One 
of the watch manufacturers uses as 
a promotion piece a small envelope 
with tiny balance wheel screws, so 
tiny that it takes 60,000 of them to 
weigh an ounce! 


Re-Use Considered 


Designer McLaughlin — suggested 
that these screws, in a cellophane en- 
velope, be attached to each leaflet. 
This was a highly successful stunt. 
Visitors were fascinated by these ex- 
amples of miniature precision. During 
the four weeks of the show, thousands 
of these folders were given away, yet 
not more than half a dozen were 


noticed on the streets surrounding the 
building. This point alone was com- 
mented on specifically by Commerce 
Department employes. 

Sponsors feel that their folders will 
remain alive for years, carrying their 
message to a large part of the Ameri- 
can public. Incidentally, the leaflet 
was one of the two places that listed 
sponsoring companies. The other 
place was a single panel, standing on 
an easel. Nowhere else in the exhibit 
were companies identified. 

Original plans called for this single 
use of the exhibit. Of course, the dis- 
play was built in standard-sized sec- 
tions, both for convenience in con- 
struction and in transportation. In 
addition, it was sturdily built, since 
it had to stand up for a full month 
under the onslaught of thousands of 
visitors. 


Successful Stunt 


This meant that it was suited, 
without too much revision, for ad- 
ditional showings outside of Wash- 
ington. Idea for re-use occurred to 
some industry executives as early as 
the opening night. During the show 
some requests from outside groups 
were received for some or all of the 
exhibit. 

Final plans could not be arrived 
at during the show itself, so the struc- 
ture was packed for storage, pending 
final decision. Divergent views of 
sponsors are currently being recon- 
ciled, and the exhibit’s future will be 
determined, probably by the time you 
read this. 

But regardless of whether the ex- 
hibit is shown again or not, the spon- 
sors are pleased with their first ven- 
ture in this way of telling a story. 
They are convinced that they brought 
their message effectively to people. 
They reached the leaders within gov- 
ernment, and their message, carried 
by visitors to our Nation’s Capital, 
was brought to thousands of com- 
munities from one coast to the other. 
They have a new respect for exhibits 
as a tool of communications. 

The End 
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How other firms are improving 
business with pictures 


Factory in a film can 


“Wrap our plant in a package so we can 
carry it along on sales calls!'’ With these 
instructions to movie producers Farrell & 
Gage, General Manager Jack Kleinoder 
ordered a 16mm. color film about Volkert 
Stampings, Inc., Queens Village, N. Y. 

Filmed with a Cine-Kodak Special Il 
Camera, the 20-minute movie explains 
Volkert’s electronic parts manufacturing 
services to development engineers. “We 
credit the film,” says Kleinoder, “with a lot 
of unsolicited orders which helped to pull 
us successfully through a slack period.” 


Stereo surpasses samples 


You can't carry samples when you're selling 
furniture. But Charles W. Leard, Sales 
Manager of Jackson Chairs, Inc., wanted 
something more appealing, more persuasive 
than ordinary catalog pictures. After talking 
his problem over with a Kodak dealer, he 
decided to try dramatizing his products 
with 3-dimensional color slides made with a 
Kodak Stereo Camera. The results were so 
vivid that all the Jackson salesmen are now 
equipped with Kodak Stereo Viewers and 
selling successfully with Kodachrome Stereo 
Slides. 


Scale problem 
scaled with slides 


A new product brought a new problem to 
the Toledo Scale Company. Introducing 
their new Valueprint System—for imprint- 
ing pre-packaged food labels—called for 
color and showmanship. Yet they wanted 
to do it as economically as possible. 

“We did it dramatically and success- 
fully,” says Advertising Manager C. H. 
Cadwallader, “by showing it at nationwide 
sales announcement meetings with Koda- 
chrome slides and seven Kodaslide Signet 
500 Projectors.” 


How can you use photography to boost sales, 
cut costs, and improve efficiency? Your Kodak 
Audio-Visual Dealer can help you answer this 
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Projector breakdowns don’t 
trouble this captain’s mind 


“We simply can’t afford a projector break- 
down,” says Tony Marinkovich, Captain 
of the French Sardine Company’s “Star 
Kist,”” mother ship of a huge tuna fishing 
fleet operating out of San Diego, California. 
“Movies are the heart of our employee-rela- 
tions program. We even have a helicopter 
fly new films out to us. The Pacific’s no 
place for a projector breakdown. An inter- 
ruption of our movie program can mean a 
mighty unhappy, unproductive crew. 

“That’s why I take aboard the Pageant 
Sound Projector you see with me here,” 
adds Captain Tony. “It not only stands up 
against the salt air and rough usage, it takes 
the gaff without a bit of maintenance.” 

No wonder. The Kodascope Pageant is 
the only 16mm. sound projector designed 
to by-pass the most common cause of pro- 
jector failure—under- or over-oiling. It’s 


permanently pre-lubricated—never needs a 
drop of oil! 


For sales and training 


Whatever your business, if you use movies, 
this projector ruggedness can be valuable 
to you, too. Salesmen on the road, for ex- 
ample, give their projectors a real beating. 
Even in the home office, where a projector 
is used for training by many different peo- 
ple, oiling and maintenance schedules are 
hard to keep track of. But with a Pageant, 
yo" never have to worry. 

And to assure brilliant screenings with 
superb sound, Pageant 
Sound Projectors have 
many more outstanding 
features. Just send the 
coupon for a free cata- 
log with full details. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 7-45 © 
Please send me the name of nearest Kodak Audio-Visual Dealer and complete information on 
equipment checked: [_] Kodascope Pageant 16mm. Sound Projectors [_] Cine-Kodak Special ll 


Camera [_] Kodaslide Signet 500 Projector [_] Kodak Stereo Camera and Viewers 
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Dramatized Sales Presentations 
Anniversary Productions 
Concert Attractions 
Variety Shows 
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HOWARD LANIN 
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We arrange room 
reservations 

Arrange banquets, parties 

Furnish programs, badges 

Supply photographic 
coverage 

Arrange publicity 

Plan side trips, 
excursions 

Register delegates 

Free meeting rooms 
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CASEY [at bat) is no foul ball when it comes to sales for Gumont. 


He's Not “Chicken” 
About Using Stunts 


Maybe it doesn't work for other exhibitors, but Pennsyl- 
vania Refining Co. finds trained fowl really help to sell. 
Performing chickens bring the crowds; salesmen do the rest. 


Let them say what they will about 
exhibit booth stunts, Robert W. 
Lackner, sales manager, Gumout Di- 
vision, Pennsylvania Refining Co., 
Cleveland, is sold on extraneous at- 
tractions. They sell for him! 

It is stated often in industry: 
Booth stunts, contests and pretty 
girls are not effective sales tools at 
shows. They bring in crowds, say 
most experienced exhibitors, but 
booth visitors seldom remember 
whose booth it is or what product is 
being shown. Booth interest is too 
wrapped up with the stunt attraction. 

Logically the charges against un- 
related attractions may hold water, 
but Lackner pits his experience as 
the exception to prove the rule. 

When you can equal 30% of your 
total sales last year, at just three 
trade shows this year, you can con- 
cede a point to Lackner. At one 
show, says Lackner, Gumout (car- 
buretor cleaner) sales were 20 times 
sales at a previous show without a 
booth stunt. On the basis of seven 


shows for automotive jobbers this 
year, (Gumout total sales should 
double last year’s, Lackner estimates. 

Gumout’s attraction is a trained 
chicken (actually four of them) that 
plays baseball. Casey and her (hens 
are used only) three team mates were 
raised and trained by Keller-Breland, 
Hot Springs, Ark. 

The birds are taught to peck at a 
rubber loop which operates an elec- 
tric switch. This switch swings a 
small baseball bat that wacks a small 
rubber ball through what looks like 
a pinball machine. If the ball 
bounces around the rubber baseball 
figures and hits the fence at the 
back of the field, it creates another 
electrical contact. This causes lights 
to go on, a buzzer to sound, and a 
few grains of chicken feed to drop in 
a cup at the end of a runway. 

As soon as the ball hits the home- 
run contact, the chicken knows that 
it will receive food and rushes down 
the runway to get it. It then comes 
back to pluck at the rubber loop 
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again. If the ball does not reach the 
back fence, there is no home run and 
the chicken knows it. If the lights 


do not go on and the buzzer does not | \/oreatile 


sound, the chicken knows there will 

be food, and so pulls on the loop | 

again to try for a homer. Oly 
This attraction makes the Gumout | 

booth the most active in any show in | Deck lo 

which it has appeared, says Lackner. | 

When the crowds pour in, his sales- | i i 

men move in to pick off. prospects—- Cy ofte 

order books in hand. He has be- 

tween four and six men in the booth | 

at all times. They rotate from a 

complete roster of 10. Ideal for small Dealer & Distributor Meetings, 
Because stunts work for Gumout, versatile | Sales Training Sessions, Advertising Presenta- 

L achinels dened’? .vely on facta Shee. tions, Employee or Supervisory Meetings or as 

. an exhibit at a Trade Show. 

He has two pretty girls in sweaters 

and shorts on hand to give away | All essential features—pegboard, flannel board, 

chewing gum, and to pose with booth compact ; Seren, lights—are built in. No extras to carry 

visitors for photographs. Several of pO eapeanbe. 

the Gumout men in attendance use | ‘ Can be carried in a car, train or plane and 

a Speedgraphic and snap as many portable ‘easily assembled by one man. 

booth visitors as they can. 
“Jobbers like the idea of posing 

snuggled up to pretty girls,” says 

Lackner. A photo is mailed after the 


This focal point of your presentation which 
eliminates competition from distracting back- 


* grounds is available in single units at $175.00 
economical = ; 


and in multiple units (two or more) at $150.00 


shaut-eb dalled ber coc io te Geld each. (Price F.O.B. Chicago) Specially made 
to the jobber’s office. Gumout has 10 
direct salesmen and 40 manufac- 
turers’ representatives in the field. THEATRE FOR INDUSTRY 

Lackner prefers college girls to | IRA MOSHER ASSOCIATES, INC 
professional models. “They work 
harder,” he says. He pays them $2 


carrying case $24.95. 


10 Rockefeller P 


an hour ($2.50 for professionals). He 
recruits them through local college 

placement services. A list of in- C 0 N y F N T | 0 N 
structions is given to the girls before 


they come on duty to explain their IDENTIFICATION 


job and how to act. In addition, a 

booklet on Gumout is given to the a 

girls in advance so that they know 

something about the product which ADVERTISING BUTTONS TIE sales effort 
they represent. SOUVENIRS } together with 


There are many advantages to the 
trained chicken attraction, reports 
Lackner. He has no difficulty in Advertising Specialties 
getting newspaper and TV publicity. 

His “team” has appeared on national BIG LINE, attractive, useful and prac- Athletic teams . . . or 


ory Pee " . tical items. Key Tags, Rulers, Card Miser SALES TEAMS ... score 
IV as weli as on local programs. Coses, Pocket Knives, Thermometers, a “Gaikalicn ableet 


What all this publicity means, says ee So i * \ Worn by EVERYONE at 
Lackner, is that a jobber is impressed Calculators, Calendar Cards, Blotters, ei your campaign kick-off, 
with our company. “Anything pro- Signs, Letter Openers, and many other . with your trademark, 
noted that well ought to sell——is the clever specialties for every occasion. ’ product, or slogan col- 
= - bb. . . | ack , 1 : : d WRITE for catalog, samples, and orfully reproduced, Ad- 
Way OE Tet, 1A 7 prices, stating probable quantities a ver-TIES will unify your 

“We know these chickens are do- 4] required. ' sales team! 
ing a lot for our sales,” says Lackner. % Decorated ‘with a specific cam- 
“General Mills uses about 50 of them PARISIAN re paign motif, or with your slo- 
from the same farm for such things ; gan or product, for repeot 


as store openings and county fairs. NOVELTY COMPANY weer, this HAND MADE noch 


¥.5 ; : wear... will fire up your sales 
We'll probably keep using this booth 3510 So. Western Ave. mectings! Designed fer you .. . 


attraction for a long time. People Chicago, Ill. \ | dignified or flamboyant . . . 
don’t seem to tire of it. Exhibitors Buy Adver-TIES in Sater 
who have seen it at previous shows ipethat a ae 
yar pea’ to watch the a “* un’ % oh waeiinieeesuabelenniie: 
orm, and so we expect visitors to 

5 iey cree ciieniealk ‘dione: inidiar tne 5g AMERICAN 
do the same although they may have oo A 
seen the chickens before.” YEAR oan "an 


The End ee a msm 5 
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let the 


be your 


Host... 
For This 
CONVENTION— 


MODERN RESORT 
ACCOMMODATIONS 

Over 3,000 rooms conveniently lo- 
cated in center of things for large 
conventions or sales meetings; 
rates do not vary with seasons. 
Excellent restaurants and enter- 
tainment. 


SPACIOUS CONVENTION 
FACILITIES 

Assembly rooms accommodating 
up to 1500 equipped and staffed 
to handle large or small! meetings. 
Display space available for ex- 
hibitors. Outstanding banquet 
facilities. 


ACCESSIBLE 

Just 60 minutes from New Orleans 
and Mobile. Easily reached by 
air, rail, bus or automobile. Daily 
commuter service to New Orleans. 


EXCELLENT RECREATIONAL 
ADVANTAGES 


Excellent fishing by deep sea 
charter boat or in inland streams; 
five 18-hole golf courses; 28 miles 
of white sand beach skirted by 
new 4-lane super highway. 

Write or contact Cham- 


r of Commerce in any 
of cities listed below. 


SALESMEN TELL what they want to know as meeting opens. Subjects are listed on 
blackboard and then blackboard is removed. Later it is returned to show salesmen how 


each of their original problems and suggestions have been covered during the sessions. 


Start from Your Salesman’s 
Point of View—and Prove It! 


Let your salesmen tell you what they need to do a bigger 


job. Then show them after the meeting how you have cov- 


ered each of their "wants". Valspar used this technique to 


put emphasis on its new policies and marketing program. 


Based on an interview with PAUL MacDONALD, 


Vice-President and General Sales Manager, The Valspar Corp. 


When you bring your salesmen’s 
needs and interests into a meeting 
early, you put impact into your mes- 
sage. Everything you say is from the 
point of reference of the man who 
must follow through in the field. 

Start from the salesman’s point of 
view, present a complete new market- 
ing approach, and you have a sure-fire 
success. That’s what The Valspar 
Corp., Ardmore, Pa., did at its re- 


cent meetings and topped its best 
meeting results to date. 

Controlling interest of Valspar 
was bought recently by Certain- 
teed Products Corp., Ardmore, Pa. 
With new control, a new top team— 
president, general sales manager, vice- 
president in charge of production, 
advertising manager — headed the 
company. One big element marked 
the change in management: a shift 
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How To PLAN AND Stace MORE 
EFFECTIVE SALES MEETINGS AND CONVENTIONS 


HOUSANDS of sales meetings and conventions are held each 

year. The cost may run between $1,000 and $200,000 depend- 
ing on how many people attend and how elaborate the arrange- 
ments may be. Some of these meetings are outstanding successes. 
Some are mediocre and dull, and a few are just a plain waste of 
everybody’s time and money. 


To help executives plan, prepare, and present successful meetings, 
Dartnell has retained Theatre for Industry, a division of Ira 
Mosher Associates, Inc., to deliver a fast-moving, exciting, 2-day 
demonstration on improved meeting techniques. One such meeting 
was held in Chicago in April, another in New York last year. The 
response was so enthusiastic that a third meeting is being prepared 
now for September 26 and 27 in Atlantic City, New Jersey. Many 
examples of inexpensive shines to do to make small meetings bet- 
ter will be included on the program, along with demonstrations of 
the new Cellomatic and Teleprompting devices, Stagettes, and 
Closed-Circuit TV. This is a “show-how/do-how” clinic, full of ex- 
citing new ways to make your next meeting outstanding. 


Some of the “Things You Wik See 


© Demonstration of the BOODLE BARREL—a “take home” idea. 
Ways to start...stop...and control audience participation. 
Stage hits right from meetings by Chrysler Airtemp and others. 
How simple use of lights and music can dress up any meeting. 
emonstration of Cellomatic—-animated charts for added impact. 
How “blackouts” are used to punch across ideas. 

And many more ready-to-use dividends. 


What Others S. 


.we came back with our notebooks 


Demonstrations of how to coach a speaker 
and how fo introduce devices that double 
the effectiveness of a speaker. 


Demonstrations of how to use live talent or 
dummies with recorded voices of profes- 
sional actors to get over the message. 


.a sequence of revelations long to be 


Demonstrations of simple skits and role- 
ee ee 
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fall of suggestions we hope to put into 
effect to im prove our meetings.” 


—J. N. McGinnis 
Sales Manager 


“Your meeting was very much worth- 
while—so much so that I have urged a 
friend of mine to attend the next one 
you stage.” 
—H. H. Orway 
Asst. Gen. Sales Manager 


remembered. I would like to arrange for 
some of our other people to attend the 
next one.” 
—R. R. FuRLONG 
General Sales Manager 
. particularly interested in all the 
land sales features presented ... meet- 
ing was at its best when it highlighted 
the do-it-yourself factors.” 
—C, I. WARNEKE 
Promotional Director 


To Be Held September 26 and 27 in Atlantic City, N. J. 


For Registration Details, WRITE OR WIRE 
E. H. SHANKS, Executive Vice President 


THE DARTNELL CORPORATION 


Ravenswood and Leland Aves. 


Chicago 40, Illinois 


~ 
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from emphasis on production to a 
power-push on sales. 

Valspar, under a sales-motivated 
management, set its sights on a larger 
share of the market. It is a long 
established company in the paint in- 
dustry, and now was ready for a 
more progressive interest in the de- 
velopment of a dynamic merchan- 
dising program. 

Meetings, one in Philadelphia and 
one in Chicago, were designed to 
formally introduce new top manage- 
ment and to kick off plans for its re- 
vamped marketing program. While 


management is new, the sales or- 
ganization itself had a great many 
new faces. 

At the meeting in Chicago there 
were only six long-term Valspar em- 
ployes. 


Inquisitive 


This situation presented manage- 
ment with a group of salesmen who 
were especially inquisitive about the 
future of the company and how it 
could develop a business in paint to 


Oravisual 


Heavy Duty Chart Easel 
BRUTE-PROOF, SELF CONTAINED, PRACTICAL 


All Aluminum—designed especially for conventions, 
exhibits and other group meetings. Will support 
charts or displays of almost any size and weight at 
4 different heights. Folds small for easy storage. 


The projecting Chart Holders shown in the photo 
are hinged permanently to the easel and fold up- 
wards when not in use. Finished in attractive silver- 
gray hammertone, Model H 323 illustrated here is 
only $22.00 F.O.B. shipping point. 


Many other models and Visual Aids available. 
Write for free 16 page illustrated catalog 


ORAVISUAL COMPANY, INC. 
Box 609 Station A 


The world's largest manufacturer of 
all aluminum, all purpose easels. 


St. Petersburg 2, Fic. 


To HAVANA by SEA 


VIA 


% FLORIDA 


Highlight your Cuba meeting with a delightful overnight cruise on the popular 
500-passenger S/S Florida—sailing Mondays, Wednesdays and Fridays from Miami. 
This romantic foreign voyage also makes a wonderful extension to Miami-Miami 
Beach conventions. Round trip fare includes four meals in air-conditioned dining 
salon, all outside staterooms, dancing and entertainment... $36 up plus tax. 


For descriptive folders and full information, write: 


STEAMSHIP CO. 


THE PENINSULAR & OCCIDENTAL STEAMSHIP CO. 
P. ©. Box 1349, Miami 8, Fila. 


match the successful job it had done 
formerly in varnish and other spe- 
cialties. 

The new management recognized 
the men’s need for a clear understand- 
ing—for solid information that would 
fire their enthusiasm. In planning 
the meetings, management constantly 
kept before it the thought of giving 
the men what they needed to do a 
complete job on paint in addition to 
specialties. 

Believing that what Valspar did 
and how it was done would be use- 
ful to other companies, a SALES 
MEETINGS editor recently _ inter- 
viewed Paul MacDonald, Valspar’s 
vice-president and general sales man- 
ager. Following are questions and 
answers from that interview, with no 
attempt at rearrangement: 


Discover Needs 


Editor: I understand, Mr. Mac- 
Donald, that you wanted to give your 
salesman what they needed. First of 
all, just how did you find out what 
this was? 

MacDonald: For the first time, 
someone from Valspar’s management 
asked the men in the field, ““What is 
needed to be done to give you the 
necessary help so that you can do a 
good job in the sale of paints in addi- 
tion to specialties?” This question, 
asked distributors and dealers (as 
well as our own men) was, in itself, 
one of the best sales approaches we 
ever had. We made this approach 
through personal contacts, letters and 
telephone calls to our salesmen—as 
well as through planned meetings 
with distributors and. dealers. 


Changes 


Editor: When you did learn, just 
what changes did you make in any 
preconceived plans for the meetings 
—different slants and the like? What 
were the reasons for those changes? 

MacDonald: That’s really the 
crux of the whole business. For years, 
Valspar meetings consisted of in- 
spirational speeches and little more—- 
because management had precious 
little to offer the men in the way of 
basic merchandising and sales tools. 

But this year we had a progressive 
management with a sympathetic un- 
derstanding of salesmen’s needs 
coupled with the belief that an in- 
vestment in merchandising, sales pro- 
motion and the cooperation of a 
sales force could be made to pay off. 
So we built a meeting around the 
fact that we had everything needed 
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by our salesmen—new and better 
products; rounding out of our exist- 
ing lines; new lines to meet modern 
needs; new and smarter packaging; 
new prices and discount structures; 
new and dramatic merchandising, ad- 
vertising and sales promotion; larger 
and still growing service facilities, 
and greater managerial strength. 

You might say that in the past we 
told the salesmen we were going to 
have something; at these meetings 
we could tell them that we already 
had everything to do a successful 
job on paint. 

Editor: Just what did 
want covered—and how? 

MacDonald: First of all, they had 
heard plenty of rumors about the new 
organizational setup. They wanted 
facts from the “horse’s mouth.” They 
wanted to know about national and 
local advertising plans, in-store pro- 
motions, dealer aids, merchandising 
gimmicks, and the like. More spe- 
cifically, they wanted to know 
whether we were going to have a 
new tinting system, a new polyvinyl 
house paint, new painter maintenance 
and industrial paints. Of course, 
they wanted to know about special 
merchandise deals, pricing, discounts, 
dealer and distributor policies and 
improved services from additional 
new warehouses. 


salesmen 


Editor: That was quite a large or- 
der. What visual aids or stunts did 
you use to put over your points? 

MacDonald: We were so confident 
of our preparations that at the begin- 
ning of each meeting we asked the 
salesmen to get up on their feet and 
tell us what they thought they ought 
to have to double their sales this 
year. As each man made his points 
we listed each different “want” on a 
blackboard until we had 16 of then. 
with no duplications. Then we put 
the blackboard away and appeared 
to forget about it. 

At the end of the three-day meet 
ing we brought out the blackboard 
again, reminded the men that these 
were their own requests—all of them 
—and asked, item by item, if we had 
met them. Results were nothing 
short of sensational. We had met 15 
out of the 16. The 13 were needs— 
the balance “wants.” 

Our sales goal was a 100% in- 
crease, so we adopted as our slogan 
for the meetings “Let’s Double our 
Drive in ’55!” This was printed on 
pencils, pads, banners, posters, and 
carried as the theme in most of the 
speeches. 


Editor: Use any cheesecake? 

MacDonald: Couldn’t forget that. 
In our first direct mail piece this 
year we had pictured a_ beautiful 
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masked girl, named Miss Valspar. 
As a climax to our advertising presen- 
tation at the meetings, Miss Valspar 
appeared in person. 

Theme of our advertising presen- 
tation was “We're giving you a win- 
ning hand this year;”’ National ad- 
vertising was labeled “Ace of 
Hearts;” direct mail, “King of 
Hearts;” local advertising, “Queen 
of Hearts;” merchandising, “Jack of 
Hearts;” and sales promotion, “Ten 
of Hearts.” 

Large poker hands were used to 
dramatize the idea, and at the end 


we summarized by calling this the 
best hand a man could hold, a royal 
flush. 

We showed our new sales presen- 
tation on a screen, page by page, 
while one of our regional sales man- 
agers commented on it. 

You'll remember I said the men 
asked for a new tube tinting system. 
Well, we had it. One of the most 
exciting features of this presentation 
was a rotating, illuminated color se- 
lector, with 154 different color chips 
on it. We kept this concealed behind 
draw curtains, and at the proper mo- 


EXOTIC WAIKIKI ROOM 
known the country over for 
the most authentic Polynesian 
food, beverages and music! 


The height of hospitality 


tl dll 


MINNEAPOLIS 


... Offering the finest, most 
modern facilities in the Northwest 
to travelers and conventions! 


FAMOUS JOLLY MILLER 
with its unique Charcoal 
Broiler features marvelous 
charcoal broiled specialties! 


a 


GARDEN BALLROOM 

newly redecorated, accom- 
modates over 1100—It’s now 
the most magnificent room 
of its kind in the Northwest! 


Connecting Garage 


Neil R. Messick 


General Manager 


Morgan Nichols 
Manager 


CONTINENTAL SUITE 
this brand new suite, one of 
many throughout the Hotel, 
is without a doubt America’s 
most beautiful guest suite! 


Telephone: 


ATlantic 3177 


NEARBY 
PENNSYLVANIA 


COMPLETE 
CONVENTION FACILITIES 
FOR MEDIUM 
AND SMALL MEETINGS 


Scenic, secluded location at the 
“top of the Pocono Mountains”— 
a fine hotel with every provision 
for successful meetings. Full con- 
vention equipment, experienced 
staff, fine accommodations with 
bath, wonderful food and every 
major sport. 


e THREE MEETING ROOMS — for 
groups of 125, 75, and 50 persons. 
PUBLIC ADDRESS SYSTEM — and 
telephones in each guest room. 
VISUAL AIDS — bulletins, black- 
boards, slide projectors, motion pic- 
ture projectors. 

EXHIBIT AREA — central location 
in lobby. 

TRANSPORTATION — near junc- 
tion of Rts. 90 and 611 in the heart 
of the Poconos. Very convenient bus, 
rail, and air services. 

e ONLY 90 MILES FROM NEW 
YORK AND PHILADELPHIA 


For additional information 
and available dates Fall — 
1955, Spring & Fall — 1956 
and 1957, write to 


Edward C. Jenkins, Manager 


“SKYLINE INN 


and (Cottages 


Mount Pocono, Pennsylvania 
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ONLY HOTEL 
IN NEW YORK 


offers all 


Lexington Ave. at 49th St. 


This 37 story, 1200 room sky- 
scraper, in the heart of the 
Grand Central zone, has played 
host to many conventions, large 
The Shelton has 


everything to offer. Numerous 


and small. 


meeting and banquet rooms ac- 
commodate groups of from 25 
up to 1000. Air conditioned. 
Public address system. 


EXTRA FEATURES INCLUDE FREE 
TELEVISION IN EACH ROOM, A 
75 FOOT OLYMPIC SWIMMING 
POOL, STEAM ROOM, AN OUT- 
DOOR SUN TERRACE AND OTHER 
FEATURES. 
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ment the house lights went down, 
the curtains opened, and spotlights 
turned on the display as it rotated. I 
don’t think I’ve ever heard such 
cheers at a business meeting. 

Then we sort of put the men on 
the spot. We asked each man in- 
dividually to estimate how many of 
these new assortments he could sell 
in the next 30 days. This set up a 
quota (a quota that was almost 
double our fondest expectations) and 
gave us an idea of how to gear our 
manufacturing and servicing. 

Editor: What did you have for the 
men to take away with them? 

MacDonald: At the close of the 
meetings we gave them everything 
that had been presented—samples of 
advertising and direct mail, new color 
cards, new labels, deals, presentations, 
color photos of new displays, etc.— 
in a “take home” envelope entitled 
“Your  Gold-digging Tools for 
1955.” 

Key speeches were taped, tran- 
scribed, and later sent to the men as 
refreshers of what they had heard. 

Editor: How did you introduce 
your new management team? 

MacDonald: The formal introduc- 
tions were handled by the regional 
sales managers. However, the real 
means by which the feeling of unity 
and team play was put across was 
through the participation of manage- 
ment in discussions with the salesmen 
individually and as a group at their 
level. 

Editor: This question may be a 
little more important than it sounds. 
Were any special plans made for en- 
tertainment during the men’s free 
time? 

MacDonald: On the second night 
we had a cocktail party and banquet. 
During the dinner one of our own 
employes, who happens to be talented 
that way, conducted a question and 
answer session, interspersed with 
stories and jokes. Regular M.C. stuff. 
Questions were all about our prod- 


melback Inn 


One of the world’s Great Vacation Resorts 


—— 


PHOENIX, ARIZONA 


GOLF AT ADJOINING PARADISE VALLEY CLUB 
NEW CONVENTION ROOM FOR GROUPS 


A few of the organizations that have met at 


A. B. Dick & Company 
Gen. Petroleum Co. 


Camelback recently: 


Ethicon Company 


Nat'l Ass'n Retail Grocers 
Simpson Logging Co. 


Western Governors’ Conf. 


Gen. Motors Executives Pacific Fire Underwriters Superior Coach Corp. 
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ucts and company, and he paid from 
$1 to $5 dollars for each correct 
answer. Had a big cash register to 
dramatize the thing. 

Editor: You mentioned the two 
meetings in Chicago and _ Philadel- 
phia. How was the transporation 
handled ? 


MacDonald: Each man took care 
of his own transportation and all ex- 
penses incurred at the meetings. The 
men were reimbursed afterwards 
and their expenses were charged to 
convention costs and not to the in- 
dividual salesmen to be applied 
against his sates. 

Editor: What w 
men to particiva' 
meetings ? 

MacDonald: A‘cer each new prod- 
uct or deal was presented, we had a 
question and answer session. Plenty 
of questions came from the floor, and 
we never took up a new subject un- 
til we were certain nobody had any 
questions unanswered. 

Editor: Let’s go back a minute. 
How did you present the Valspar- 
Certain-teed setup? 

MacDonald: By laying our cards 
on the table, and by discussing the 
reasoning, facts and definite policies 
that had been set up. This was done 
by our new president, formerly 
Eastern Regional sales manager of 
Certain-teed. He began by reassur- 
ing our men that there was no 
thought of subjugating Valspar’s 
identity. ‘To the contrary, the basic 
attributes of Valspar, mainly the 
name, good dealer and distributor re- 
lationships, its loyal sales force and 
stability of the paint business were 
the prime factors that justified Cer- 
tain-teed’s investment in Valspar. 
The whole theme of the manage- 
ment of the two companies is that 
of using, to the best advantages of 
each, the manpower, and the distri- 
bution, production and merchandis- 
ing facilities of both companies. For 
example, Certain-teed has consider- 
able relationships with architects, in- 
dustrial building contractors and rail- 
roads who have a definite use for in- 
dustrial paint products. Also, Cer- 
tain-teed has a fine relationship with 
many lumber outlets for wall prod- 
ucts for which a suitable use of wall- 
paints, properly treated to match the 
wall materials, can be developed. 


ione to get the 
actively in the 


Editor: I gather there was an im- 
portant connection, at least in timing, 
between the sales meetings and these 
corporate developments. 

MacDonald: In part, yes. Valspar 
normally has held annual sales con- 
ventions. This year’s meetings were 
held late because we had so many 
new things to get ready. We were 
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determined that we wouldn’t talk 
about anything we didn’t actually 
have. And discussion of the Certain- 
teed setup and other corporate de- 
velopments was kept for these meet- 
ings, because that was the logical 
time to present them to our sales- 
men. 

Editor: On the whole, would you 
say the meetings were successful ? 

MacDonald: I’ve been in selling 
for a good many years and I can’t 
remember when I’ve seen such en- 
thusiasm in a group of salesmen be- 
fore. We showed the men, by deeds 
rather than words alone, that we 
were giving them everything they 
needed. 

Of equal importance was the fact 
that, after these many presentations 

after it was completely clear that 
our salesmen had been provided with 
every working tool—we then placed 
much of the burden for the success 
of our new programs squarely with 
them. We expressed our confidence 
in them and said that we expected 
their enthusiastic support, sincere and 
conscientious efforts and cooperative 
assistance to dealers and distributors. 
Final result we were striving for (we 
made it quite plain) was increased 
sales volume. 


As evidence of the effectiveness of 
this approach, let me read you some 
of the voluntary comments I received 
from our salesmen immediately after 
the meetings: 

“The reaction received from cus- 
tomers and prospects regarding our 
new sales program has been most en- 
couraging.”’ . “The average cus- 
tomer and prospect when shown our 
new lines and promotions was very 
enthusiastic. It definitely has de- 
veloped new immediate business and 
tremendous prospective business.” 
“The new Valspar proposition is a 
great help in closing new accounts. 
On April 5th I wrote a firm order 
for a new full line dealer with Val- 
Hues playing a big part.” . . . “Cus- 
tomers in my territory have, for the 
most part, liked our program very 
much. I have sold six new full-line 
dealers, including one today, also five 
specialty and marine accounts, since 
the sales meeting.” “Our new 
sales program plus our new mer- 
chandise helped me sell an old estab- 
lished distributor (previously not 
handling Valspar). We can expect 
$35,000 to $50,000 from this ac- 
count this year.” .. . “The reaction 
to our 55 program was enthusiastic. 
Both my distributors in Pittsburgh 
and Erie have equipped their men 
with our new dealer presentation, 
which is a honey. A very effective 
sales tool.” The End 


WHEN 
CONVENTIONS 
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MARCHING 


The entire staff of the Hotel 
Thayer stands at attention. 


In reviewing our services, 
you'll find: 


IDEAL LOCATION 
... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
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Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
. .. superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 
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to comfortable quarters for 
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. . . guided tours of historic 
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William R. Ebersol, Manager 
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ting for meetings, conferences, 
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Check these advantages 
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EXHIBIT CLINIC 


Tips from Exhibit Producers & Designers 
Assn., representing nation's top displaymen. 


10 Biggest Mistakes in Exhibiting 


: 


BY WILLIAM SANFORD 
William Sanford Exhibits & Interiors* 


Watch out for these — most com- 
mon mistakes made by exhibitors— 
and your trade-show participation will 
be less headache and more profit. It 
might be a good idea to use this out- 
line as a quick check list to match 
against your plans for future exhibits. 

Here are the 10 biggest mistakes 
you can make: 

|. Failure to plan carefully: So 

nany times an exhibitor will wait 
until the very last minute and throw 
something together that actually hurts 
his product. If you don’t have enough 
money in your budget to help your 
product, stay out of the trade show 
until you do. And then, do a good 
job. 
2. Overload selling story: Many 
exhibitors are prone to use too much 
copy, and many times the lettering is 
so small it is difficult to read. Tell 
your story briefly and clearly. 

3. Complicated mechanics: T ry 
to keep your exhibit design from being 
too busy. With complicated mechanics 
there is danger always of breakdown 
when the exhibit is sent to a distant 
city, and usually it is difficult to have 
repairs made in time. 

4. Too much, too little identifica- 
tion: Some exhibits appear to be sel- 
ling a plant instead of a product. In 
other booths it is almost impossible 
to tell what company is exhibiting. 
One of your first steps in planning is 
to properly balance company identi- 
fication: Not so insignificant that it 
can’t be seen readily, not so over- 
powering that your product message 
is dwarfed and often lost. 

5. Poor maintenance: An untidy, 
dirty and dusty exhibit doesn’t invite 


*San Francisco 


patronage. Arrange for sufficient 
smoking stands, neat places for bro- 
chures and pamphlets and a storage 
area for hats and coats. 

6. Inadequate lighting: To help 
plan correct and adequate lighting, 
most exhibit builders have lighting 
experts on their staffs. Make sure 
your product and identifying signs are 
well illuminated. Make sure your 
lighting never glares into the eyes of 
booth visitors. 

7. Unharmonious color: Always 
plan to use pleasant contrasting colors 
to bring all saleable features of. your 
product to the foreground. Your 
product shuuld be like a jewel in a 
perfect setting. 

8. No agency assistance: If you 
have an advertising agency, always 
have it assist you with all copy. Have 
your agency work with the exhibit 
builder. Your agency knows your ad- 
vertising approach; your tuilder 
knows how to translate it inte three 
dimensions. 

9. Not enough illustration: Pic- 
tures and illustrations save hundreds 
of words in copy panels and tell the 
story better. When you plan a picture 
story for your exhibit always get ad- 
vice from a good photographer. 

10. Improper booth manning: 
This is perhaps the biggest mistake. 
So many times salesmen are sent to a 
trade show with inadequate training 
or experience. With the concentration 
of best prospects and customers at a 
trade show, you should have your best 
men in attendance. And while they 
are there, they should make every ef- 
fort to compile names of booth visitors 
for follow-ups. Show results don’t 
stop when the door closes—only when 
salesmen stop following up prospects 
who visited your booth. The End 
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onthe shone ofthe bie Pacifo 
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isne a of the Pacific—Hollywood—Catalina—Knott" s Berry 
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Sooner or later, every company has an anniversary and it 


makes an excellent theme around which to build an exciting 


sales meeting. Here's a round-up of what others have done. 


BY ETNA M. KELLEY* 


It’s a good idea to have a theme for 
a sales meeting. And what better 
theme can there be than that of the 
company’s anniversary? 

Then, if ever, the company is in 
the spotlight. It’s newsworthy. Then, 
as at no other time, it assumes added 
importance in the eyes of its industry 


*Miss Kelly is author of "Business Founding 
Date Directory,” published by Morgan & 
Morgan, Scarsdale, N. Y. 


SPRINGBOARD for introduction of its new line of products 
was Webster-Chicago's 40th anniversary meeting, Chicago, 1954. 
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and field, its employes, customers and 
prospects—and its sales force. 

But in order to capitalize on the 
anniversary, the sales meeting should 
be keyed directly to it. Announce- 
ments, bulletins, the program, menus, 
decorations and props — all should 
bear the anniversary slogan, symbol 
or other appropriate tie-ins. Ideally, 
there should be a birthday cake, with 
candles. Salesmen should be given 
lapel pins or other appropriate em- 


Coming s00u = 
COMPARY BIRTHDAY MEETING 


blems or souvenirs to wear during the 
anniversary meeting or convention, or 
even longer. 

If the meeting is part of a conven- 
tion, the program might well include 
a tribute (or tributes) to a long-term 
executive, Or one or more veteran 
salesmen; or a tribute to a supplier, 
advertising agency or other long-term 
associate. Such events may be simple 
presentations, as of a scroll, plaque or 
relatively inexpensive gift; or, if the 
organization is large, and the execu- 
tive or associate is celebrating a major 
anniversary of his own (40th year 
with the company, or in association 
with it, etc.), it might be an expensive 
watch, pin, silver tray or the like. 

If a new product is to be introduced 
at the meeting, this well may be tied 
in with the anniversary and given 
some such designation as “Golden 
Jubilee Model.” 


A note of nostalgia may be used 


STAGE SHOW, four-hour presentation created by Dramaturgy, Inc., 
Cleveland, traced brewing company history at Miller anniversary meeting. 
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Introducing lic 
6 
Mi O S A i C | Tia, refurbished and 


redecorated, the new Mosaic Room 


R , ; IM is now available for mcetings, 


banquets and receptions. Across from 


pom the new Coffee House on the quiet 
the New Yorker's 
Lower Lobby, this attractive room is 
newest 


p r i Va t e f uNnCc ti on room the new two-way escalator. Air- 


conditioned and wired for closed 


easily accessible to the lobby by 


circuit Television, the Mosaic Room 
also offers a large adjacent kitchen 
which provides delicious food and 
prompt service for banquet functions. 
For full information concerning the 
Mosaic Room . . . and the other 
attractive ballrooms and meeting 
rooms of the New Yorker . . . please 
contact our Sales Department. 
LOngacre 3-1000. 


Teletype: N. Y. 1-1384. 


a 
THE MOSAIC ROOM 


Capacity Meetings 400—Banquets 350 

Dimensions 906” x 32’6”—Height 18’ yee 
Floor Area 2867 '%/, square feet 

Location Lower Lobby 


\ 


HOTEL 
34th STREET AT 8th AVENUE Cw/ Cnr 
NEW YORK 1, N. Y. 


Direct Tunnel Connection from Pennsylvania Station A HILTON HOTEL 


STORAGE AREA 
270 SQ FT 


— "4 


@ = EXALATOR To LOBBY 


FREIGHT ELEVATOR 


en 1d 


A 
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An ideal 
setting for 


conferences of 
25 to 100 


Conveniently Located 
between New York and 
Philadelphia 

Perfectly. Situated 


adjoining Princeton University 
campus 


Excellent Facilities 
spacious private function rooms 
Experienced Staff 


to make meetings pleasant and 
productive 


Fine Accommodations 
125 rooms, Cocktail Lounge, 
two Restaurants 

Ample Recreation 


overlooking Princeton golf 
course. Tennis. 


Gracious Atmosphere 


Authentic Early American 
appointments 


For information, write or call 
G. Bland Hoke, General Manager 
Telephone Princeton 5200 


Princeton, N. J. 


to add interest to the activities. The 
build-up can begin with the lettering 
on announcements, in old-fashioned 
type, and carried through to programs, 
menus and decorations. If there is to 
be a luncheon or banquet, young 
women from the organization might 
be asked to come in costumes of the 
Gay Nineties or other early periods. 


Decorations 


Decorations and props might in- 
clude old catalogs, early advertise- 
ments, pictures showing the original 
plant in its first decade, and there 
even might be an exhibit of early 
products of the firm. If it is too hard 
to gather such material, stemming 
trom the company staging its anni- 
versary, an interesting display can be 
assembled from museums or libraries 
to show scenes of the community as it 
was when the firm started; and typ- 
ical products (or pictures of them) 
of the kind once made by the com- 
pany, though not actually those of 
its own manufacture. 

Psychologists tell-us that a major 
work satisfaction is pride in the sta- 
bility and reputation of the employ- 
ing firm. (To test this, bring up the 
subject—in any group of employed 
persons—of the ages of the organiza- 
tions for which those present work; 
note that even though the exact year 
of the founding of each may not be 
remembered, an employe nearly al- 
ways has a general idea of the time 
when his own company began, and is 
inordinately vain about it if the roots 
go back several generations. 


Reassurance 


Salesmen have a greater need of 
reassurance regarding the stability of 
their companies than have other 
earners. It is customary at most meet- 
ings to emphasize the fine new prod- 
ucts, forthcoming advertising cam- 
paign, excellent sales tools available, 
and other marks of progress. This is 
as it should be. But a few dramatic 
reminders that the company has 
weathered several decades of ups and 
downs, or as much as a half-century 
or even a century or more, can be of 
considerable inspiration to a salesman. 
This cannot be accomplished through 
mere boasting. There must be an 
element of drama in the reminders, 
and this takes planning and work. 
The effort will pay dividends in sales- 
men’s morale. The accompanying case 
histories tell what several leading 
firms have done recently along this 
line. 


CAKE CUTTING by fight referee Ruby 
Goldstein (right) with Ken Pearson, Schen- 
ley's national brand manager, marks birthday 
of |. W. Harper at distributor meeting. 


It’s a good idea to introduce a new 
product during the period of observ- 
ance of an anniversary, when the man- 
ufacturer is in the limelight. The at- 
titude of the sales force to a new 
product can make or break a product. 
When the sales meeting at which the 
product is introduced is tied to the 
anniversary theme, there can be extra 
impact and punch injected into the 
gathering. 


Royal Typewriter 


According to Gordon G. Ackland, 
director of advertising, Royal Type- 
writer Co. (now a division of Royal 
McBee Corp.), the company timed 
the introduction of its new Royal 
Electric typewriter for its 50th an- 
niversary year in 1954. The Golden 
Jubilee celebration, staggered through- 
out the year, began in January with 
appropriate ceremonies conducted sim- 
ultaneously at all offices of the or- 
ganization, including those in foreign 
countries. There was a special gold- 
bound issue of the house organ, a 
big party at the Plaza Hotel for the 
press and friends, a stepped-up ad- 
vertising campaign and other anni- 
versary features. But the important 
new model, the Royal Electric type- 
writer, was introduced to the sales- 
men only in September. Planning for 
the meetings was in progress from 
April through August. 

In order to get the story of the new 
electric typewriter across to all 88 
branches (in major cities across the 
country), there was a series of meet- 
ings held in key cities, New York, 
Atlanta, Chicago, Kansas City and 
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“BAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER... 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meetings rooms all on one 
fioor, ample exhibit space and capable convention 
staff. Home of the nationally famous MURAL ROOM. 


AFFILIATED NATIONAL HOTELS 
TEXAS 
HOTEL STEPHEN §. AUSTIN 
€. EDS! 
HOTEL BROWNWOOD 
HOTEL BAKER 
INOIANA 


LOUISIANA 


NEBRASKA 
AXTON 


NEW MEXICO 
wor S 
VIRGINIA 
OTEL MOUNTAIN LAKE 
MOTEL MONTICELLO 


SOUTH CAROUNA 
HOTEL WADE HAMPTON 


/ wow !! vst VIEWER 
BY JUPITER, CLEVELAND 
OHIO LOOKS PERFECT 

SUGGEST THAT WE GET o AND THE HOLLENDEN 

DOWN TO EARTH FOR OUR ON THE VISTI-VIEWER/ IS EVEN KNOWN AS 

1955 CONVENTION, THEYLL AND WE'LL FIND | CLEVELAND'S MOST 

SAY WERE'OUT OFTHIS WORLD) | THE MOST (° : INTERESTING HOTEL” 

INTERESTING A 
HOTEL IN THE al 


| BEST LOCATION \ 
BUT WHERE /| | ON EARTH ! 


—— e 909 
GLAST OFF Se & sit L 1 Cheek in... 
= Te tuen0n 


THE HOLLENDEN _ 
_WHATA HOTEL ¢ ) 1000 NEWLY DECORATED 


ROOMS-7 INTERESTING 


ene dB ‘| cleveland's most interesting hotel 
THEY CAN MIX A MARTIAN MULE | NEAR THE STADIUM AND 
THE PUBLIC AUDITORIUM 


HOC. GEweRal MANAGER 


me Leee JOHN F WOLAN, sa 
nM. SALES MANAGER 
+4 YY VARY Ue ve 
. ; eet 
XY / y 


WHAT GORGEOUS 
GUEST ROOMS § 


EE ee amen aa 


a. 
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San Francisco. From these, with the 
aid of a complete “meeting package,” 
each branch manager was later able 
to hold identical meetings in the cities 
of his territory. Each branch office is 
operated as a unit, with a manager, 
sales force, service department, and 
rental agency. Under each branch 
manager there are distributors who 
are independent office equipment 
dealers. 

A four-man team visited the five 
cities named above, to conduct the 
lead-off meetings, purpose of which 
was to introduce the new electric 


typewriter, tell about the advertising 
scheduled in its support and the train- 
ing program for those who were to 
sell it. Men on the team were J. D. 
Farr, Southern sales manager; W. 
W. Pennels, then sales training man- 
ager; W. K. Boulton, product ana- 
lyst; and Gordon G. Ackland, direc- 
tor of advertising. 

Plans for the two-day meetings 
followed a standard pattern and were 
worked out in detail, in segments, 
with more short ones (5, 10 and 15- 
minutes) than those lasting 30 to 
45 minutes. 


your memphis host... 


convention 


has a host of new features! 


There's @ new lock at Memphis’ most modern 
hotel, and we're poised to serve you on your 
coming convention needs. New 100% air condi- 
tioning; a beautiful new lobby; new ground floor 
exterior and entrances; the lovely new Empire 
Room which joins the Balinese Room with sound- 
proof modernfold doors (capacity 1,000) plus 
many other features fully described in our beau- 
tiful new convention brochure, Write for it now! 


100% AIR CONDITIONED 


The dh on Alpine Inn 


in the Wonderland of the 
Laurentian Mountains offers 
the Finest Facilities for your 
Meeting and Convention. 


ACROSS THE BORDER 
The Finest Canadian Year-Round Resort 


THE ALPINE INN 


and COTTAGES 
A Cardy Hotel 


52 MILES NORTH OF MONTREAL 


I—Accommodation for 200 quests. 

2—Food in the best tradition of the French 
Cuisine with a choice of Vintage Wines to 
enhance your meal. 

3A variety of entertainments such as: 9- 
Hole Golf Course, Swimming Pool, Tennis 
Court, Ski-Tows, Ski School, Horse Shows, 
Aquacades, Fashion Shows by Montreal 
leading Department Stores, Masquerades 
etc. 


For information and reservation, apply 
THE ALPINE INN, Ste. Marguerite Station, 
Que., CANADA. 


New York Representative: William P. Wolfe 
Organization, 500 Fifth Avenue, Tel. LOngacre 
5-1114. 


4—Comfortable Lounges with open Stone 
Fireplaces and Mount Baldy Room with its 
popular Alpine Style Bar. 

5—A Spacious Dining Room overlooking the 
North River. 

6—Private Room for Meetings. 

7—Dow-Jones News and Report, for the con- 
venience of our guests. 


On the second day, emphasis was 
on sales training, with coverage on 
such points as demonstrations ; correct 
approach to the prospect; answering 
objections - closing the sale—all “‘pack- 
aged” under the head of “Salesology.” 
Visual aids, including a flip-flop chart, 
were used on this day. 

Though other products were cov- 
ered, there was no doubt that the 
featured product was the new model 
electric typewriter, the company’s 
Golden Jubilee item. There had been 
talk of having a special anniversary 
gold medallion as its symbol, but this 
idea was not carried out since it might 
tend to “date” the product to too 
great a degree. 


Webster-Chicago 


Webster-Chicago Corp., Chicago, 
is said to be the world’s largest man- 
ufacturer of phonographs, record- 
changers and magnetic wire and tape 
recorders. Founded in 1914, the com- 
pany celebrated its 40th anniversary 
last year with considerable fanfare: 
dedication of a new branch plant at 
New Ulm, Minn., timed with that 
city’s celebration of its own centen- 
nial; the issuance of a special anni- 
versary number of the firm’s house 
organ; use of tags, anniversary medal- 
lions and special displays. The anni- 
versary theme was also used for the 
company’s annual meeting of distribu- 
tors, in a specially built, terraced 
amphitheater in the ballroom of the 
Sheraton Hotel, Chicago. 


Prime purpose of the meeting was 


“to give the 200 wholesalers their first 


look at the Webcor line for 1955. A 
medallion carrying the slogan, “40 
Years of Better Sound,” was the 
identifying symbol. 


New Lines 


The anniversary was the theme of 
the promotion of the new lines, and 
its emphasis at the meeting inspired 
distributers to carry it on to dealers. 
One device used was a display con- 
test for dealers, with prizes for the 
best displays built around the “40 
Years of Better Sound” idea. Hun- 
dreds of dealers participated and man- 
agement considered the contest suc- 
cessful. According to H. R. Letzter, 
vice-president and general sales man- 
ager, ‘““The anniversary meeting and 
related promotion were very success- 
ful, as our new line got off to a fast 
start. Sales inthe ensuing months were 
the biggest in the company’s history.” 

Tradition-minded Webster-Chi- 
cago had had some previous experi- 
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ence with an anniversar’ promotion 
in 1952, when it tied » with the 
75th anniversary of the invention of 
the phonograph in a Diamond Jubilee 
celebration. At a meeting of 350 
Webcor distributors and their sales- 
men, August 19-20, 1952, diamond- 
shaped pins were distributed by pretty 
models during a luncheon, each at- 
tached to the recipient’s lapel. (Three 
one-carat diamonds were given as 
prizes to winners of the year’s window 
display contest.) That meeting also 
was held in Chicago’s Sheraton 


I lotel. 
Miller Brewing 


Miller Brewing Co., Milwaukee, 
staged a gigantic, gala celebration 
last January 24-26 for 1,200 distrib- 
utors, their wives and brewery rep- 
resentatives, in honor of the firm’s 
100th anniversary. All sections of the 
U.S., as well as Hawaii, were rep- 
resented. That the event was staged 
as planned, after two-and-one-half 
years of preparation, was a tribute to 
the spirit of the organization’s man- 
agement, since its president, Frederick 
C. Miller, and his son, Frederick, Jr., 
had died tragically in a plane crash 
late in December. But as the new 
president, Norman H. Klug, ex- 
plained, Fred Miller would have 
wanted the jamboree held, in a “spirit 
of gemutlichkeit,’ so the affair was 
handled ‘“‘just the way he wanted it.” 

Those who attended the meeting 
were given a good time, first of ail. 
In one way or another they learned 
much about the company and _ its 
“High Life” beer, and they picked 
up tips on the market potential for 
the product, and how to sell it. Among 
the attractions were two stage shows 
and the premiere of a color movie, 
“With This Ring.” 

Activities of the celebration were 
divided between the Eagles’ Club, 
which has the largest ballroom in 
Milwaukee, and a downtown theater. 
Following registration on Monday, 
Jan. 24, festivities were launched with 
a luncheon featuring addresses by 
Norman R. Klug, Miller’s president ; 
and Arthur H. (Red) Motley, pub- 
lisher of Parade. J. G. Purtell, acting 
general sales manager of Miller’s, 
was master of ceremonies. 


Reminiscing 


As befitted the occasion, Klug did 
some reminiscing:about Fred Miller 
his long-time friend. He also reas- 
sured distributors on such matters as 
their continuing relationships with the 
firm, and Miller’s plans for advance- 
ment in the future. 
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After the luncheon, bannered buses 
took the visitors to the theater where 
they saw a show, put on by Drama- 
turgy Inc., Cleveland, “First 100 
Years in America.”” Featuring many 
well-known stage and TV performers, 
it included such songs as “Poor John 
Barleycorn Is Dead” (Prohibition) 
and ‘‘Tonight’s Repeal Night’’ 
(1933). Book and lyrics had been 
specially written from material fur- 
nished by the brewery. 

A second stage: show, on Tuesday 
morning, was entitled, “Beginning 


Our Second Hundred Years in Amer- 
ica.” A musical comedy production, 
it was entertaining, but it also offered 
instruction for those in attendance, 
on modern selling and merchandising 
techniques. For example, there was 
coverage of the importance of neat- 
ness and courtesy on the part of 
driver-salesmen, attractive packaging 
and coordinated promotion, advertis- 
ing and merchandising programs. 
The 30-minute technicolor film, 
“With This Ring,” was shown also 


on Tuesday morning, after the “Sec- 


TWO-FOR-ONE 


SALES MEETINGS! 


EDMONTON 


SEATTLE 
TACOMA 


GREAT FALLS 
PORTLAND 


BILLINGS 


SALT LAKE CITY 


VEGAS DENVER 


LOS ANGELES 
LONG BEACH 
SAN DIEGO 


Make your sales 
meetings doubly 
effective by 
scheduling them 
at one of the 
exciting 
“work-and-play” 
cities served by 
WESTERN! 


WESTERN 


AIRLINES 


LOOKing for something new? _¢& 


The most modern Convention Auditorium with 9345 ‘ 


HAVE 


sq. ft. of floor space at SIDEWALK level. Seating 
capacity of 1500, complete stage and projection 
room. Ideal for automotive displays, exhibitions, trade 


shows, business and social functions. Also a lower level 
meeting room for 500 . . . all fully air-conditioned. 


Carl Smith, Sales Manager + Telephone Alpine 3-2181 


you! 


Hote. Westwarn Ho 


PHOENIX, ARIZONA 
John B. Mills, President 


Allen Matthews, Manager 


- 


A private club atmosphere 
for your next 


group meeting! 
4 


"Conard" 


This exclusive year round club-resort—high in the Pocono Mountains—offers superior 
accommodations for groups of 20 to 300 persons. Comfort, fine food, efficient, friendly 
service and a pleasant, quiet environment insure successful meetings at this completely 
self-contained club-resort. Special group rates, American Plan, include use of private 
meeting and dining rooms and most sports and entertainment features. Private 
5500 acre estate affords excellent sports and recreational facilities all through the 
year, including superb /8-hole golf course. Entire floor of indoor recreational facilities. 
Easy to reach by train, plane, car, or bus— 


only 700 miles (3 hours) from New York ShYTOP (| B 
or Philadelphia. 


Write for Booklet giving complete details. 


High in the Poconos” 
Wm. W. Malleson, Jr., Gen. Mgr. Box 30, Skytop, Penna. 


YOU ASKED FOR IT— Se we're building it 
on the ocean in Fort Lauderdale, Florida 


The finest, most modern ments of the largest or 
convention hotel — espe- smallest meeting groups. 
cially designed to satisfy 

the most exacting require- Write for details. 


LAS OLAS INN 
ON THE OCEAN AT LAS OLAS BOULEVARD 


THE ONE HOTEL IN PHILADELPHIA DESIGNED FOR YOUR MEETINGS 


Central Location-—nearest to theatres, clubs, shops 
Aineweitiinees meeting rooms — 10 modern rooms accommodating from 


Audio and visual equipment—these selling aids available for your meeting 

Ample parking facilities—adjacent garage for 600 automobiles 

Superior food and beverage—served in air-conditioned comfort—for dining 
and banquets 


25 R ited, Air-Conditioned 
PLUS AA, Neupentiiing 500 persons. 


HOTEL 


ylvania 


BROAD and LOCUST STS. PHILA. 7, PA.  PEnnypacker 5-7200 
Wm. H. Harned, Gen. Mgr. Teletype PH-95 


ond Hundred Years” stage show. 
Filmed by Jerry Fairbanks Produc- 
tions in Milwaukee, Hollywood, and 
in Sigmaringen, Germany (where the 
original Fred Miller had been brew- 
master for Hohenzollern Castle), the 
motion picture used professional ac- 
tors, some of them well-known. One 
Miller staff member played himself--- 
Edward W. Huber, vice-president, 
secretary and master brewer. 


Centennial Banquet 


Tuesday afternoon was “open,” 
and a company spokesman reported 
seeing wives tugging at their hus- 
bands’ sleeves and back pockets before 
they disappeared into Milwaukee de- 
partment stores. Later came the cock- 
tail hour at the Eagles’ Club, and the 
centennial banquet, at which Presi- 
dent Klug was the featured speaker. 
And again there was entertainment, 
provided by such performers as Ilona 
Massey; Eddie Peabody, dubbed the 
“king of the banjo’: the Lenore 
Sutton Dancers; Stanton and Peddie; 
the Woodson Family; and Franklin 
and Astrid. 

On Wednesday, final day of the 
jamboree, there was “open house” at 
the Miller Brewery, from morning 
until night. There.were conducted 
tours, to give visitors an opportunity 
to inspect Miller’s production facili- 
ties, the main administration building 
and annex, and the firm’s City Sales 
Department. 


New Promotion 


A buffet luncheon was served at 
the Miller transportation center. Lin- 
ing one wall of the building were 
displays of Miller advertising mate- 
rial and point-of-sale items. This was 
the occasion for showing, for the first 
time, the brewery’s line of 100th an- 
niversary items, such as table tents, 
place mats, napkins, parchment buck- 
ets, utility trays, coasters. Also dis- 
played were the firm’s new wall signs 
and cash register signs. Distributors 
had an opportunity to see the new 
Miller High Life automatic lift 
rack with the “no stoop” feature. 
(Designed for small retail outlets, 
the rack holds 20 six-packs; as each 
six-pack is removed, the reduction in 
weight operates a spring which raises 
the shelf and puts the top row at the 
desired height. ) 

Members of the advertising staff, 
including Ad Manager Vernon S. 
Mullen, Jr., were present to answer 
questions, to present previews of 
radio and TV commercials, and to 
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| 42nd & Halsted 


international Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 
International Live Stock Exposition— 
International Kennel Club Dog Show 
—lInternational Dairy Show and 
Rodeo—The Chicago Home of the 
National Meta! Exposition—Interna- 
tional Heating and Ventilating Expo- 
sition, Democratic National Conven- 


| tion, National Packaging Exposition, 


Materials Handling Exposition, Na- 


| tional Machine Tool Builders’ Show, 


Road Builders Show and other leading 
Expositions. 
o 


440,000 Sq. Ft. Exhibit Space 
Individual Halls 
4,000 to 180,000 Sq. Ft. 
a 
ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 
ie 
Parking for 4,000 Cars 
15 Minutes from Loop Hotels 
“ 


International Amphitheatre 


Chicago 9, If. 
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le voici 


Here—at this internationally 
famous French Canadian village 
resort, your group will find a mem- 
ordble meeting spot—a 6000 acre 
world-in-itself with everything you 
could wish for right at hand. 


Here — you can meet in summer, 
fall, winter or spring — amid the 
breathtaking beauty of Canada’s 
magnificent Laurentians. Enjoy the 
finest meeting and recreational 
facilities, comfortable accommo- 
dations for all your group (up to 
350), superb cuisine and bar, in- 
comparable old-world courtesy. 
(And we think you'll come again 
and again, as so many important 
groups do.) Write for full in- 
formation. 


Only 90 miles Mont 

north of 

Montreal Tremblant 
Lodge 


Mont Tremblant, P.Q. 
Canada 


Mrs. Joseph B. Ryan 
President 


1, '955 


exhibit forthcoming publication ad- 
vertising. 

A great deal of work went into 
planning and preparation for the 
three-day anniversary celebration. As 
mentioned earlier, work had begun 
two-and-one-half years earlier. An an- 
niversary plans committee had been 
formed and had begun by outlining 
125 concrete projects, then working 
out costs and cutting and selecting 
procedures to be used. Represented on 
the committee were members of Mil- 
ler’s sales, public relations, production 
and advertising departments ; Mathis- 
son & Associates, Miller’s agency. 
Later an anniversary committee had 
been set up to develop final plans. At 
its head was E. A. Anger, manager, 
sales promotion and publicity. 

Yet, despite all this, Miller’s man- 
agement did not rely upon the big 
meeting to carry the entire responsi- 
bility for inspiring its sales force in 
the centennial year. A series of 51 
regional one-day sales meeting was 
later staged across the country to 
carry the anniversary story to dis- 
tributors’ employes. A high point of 
such meetings was the showing of 
“With This Ring,” the film intro- 
duced at the January jamboree, which 
many had pronounced its most im- 
pressive feature. 


1. W. Harper 


‘The 80th anniversary of the I. W. 
Harper brand of bourbon whiskey 
was the theme of the 1952 sales cam- 
paign conducted by Schenley Distrib- 
utors, Inc. The tightly coordinated 
program included a series of sales 
meetings, planned in minute detail 
by Schenley’s national headquarters, 
under direction of Ken Pearson, then 
national brand manager for Harper. 

Meetings were attended by 3,000 
salesmen, most of them on distributor 
staffs. It was a.““package” plan: Each 
branch officer received instructions, 
decorations, props, suggested speech 
scripts, and other materials for setting 
up an “80th Birthday SELL-ebra- 
tion” meeting. 

Well in advance of the scheduled 
meeting date, head of each local office 
received these materials: 

Decorations: Specially imprinted 
balloons, streamers, and a giant, silk- 
screened banner bearing the slogan, 
“Tt’s Great to Earn More During 
I. W. HARPER 80th Birthday 
SELL-ebration.” 

Big Birthday Cake: Instructions 
for having the cake made at a local 
bakery. A cardboard base was fur- 
nished to serve as the bottom layer of 
the cake; and on it were the brand 


° . . >] 
Virginia’ Most 
FINEST MEETING FACILITIES IN ALL 
OF VIRGINIA ARE YOURS IN THESE 


EXPERTLY-MANAGED AND TASTE- 
FULLY-APPOINTED HOTELS, 


144 air conditioned bedrooms and ad- 
ditional meeting rooms now being 


added. 
Ready for occupancy October, 1955 
for metropolitan meetings. 


ta! John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 
AIR-CONDITIONED Virginia Room, on main 

lobby floor, seats up to 1,000. 
ROOF GARDEN accommodates 500. 6 AIR- 
CONDITIONED CONFERENCE ROOMS. 
365 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


for resort conventions 


Chamberlin 
Old Point Comfort, Fort Monroe, Va. 
The Largest and Finest Hotel on 
Virginia’s East Coast 
AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 


AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30) 
Roof Garden 


300 Beautifully Furnished Rooms, All Outside, 
porn 4 with private boths. 


OPEN ALL YEAR 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Rooms. Rates from $3.00 
HOTEL RICHMOND 
300 Rooms. Rates from $3.75 
HOTEL WM. BYRD 
300 Rooms. Rates from $3.75 
Write for FREE, Interesting Brochure, 


Giving Full Convention Facilities in De- 
tall and Floor Plans! 


Ideal for CONVENTIONS 
and SALES MEETINGS 


NASSAU in ne BAHAMAS | 


Modern hotels with trained, experienced staffs provide 
superb accommodations for all types of group meetings. 
Nassau’s Old World charm blends with ideal year 
‘round climate to furnish perfect setting for business and 
pleasure. Golf, swimming, all sports for “after hours”... 
shopping for British and European goods. 


for SALES INCENTIVE PLANS 


Everyone wants a vacation in Nassau—Resort Empire of the 
Western Hemisphere! Watch salesmen hustle when you make a 
vacation in Nassau their prize. 


EASY TO REACH! 
BY AIR: | hour from Florida 

4% hours from New York 
BY SHIP: Overnight from Miami via SS Queen 
of Nassav. Weekly sailings from New York 
via SS Nassau. Convenient connections from 
entire U.S. and Canada. 


For Complete Information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 
MIAMI— 1633-34 duPont Bldg. © NEW YORK—308 British Empire Bldg., 
620 Fifth Avenue © CHICAGO—1210 Palmolive Bldg. © DALLAS—1214 
Gulf States Bldg. ¢ TORONTO— 407 Victory Bidg., 80 Richmond St. West. 


BRAND-NEW 
MEETING ROOMS 
-»- PLANNED FOR YOU 


To provide you with the location for a thor- 
oughly successful sales session, every one of 
the Bellevue-Stratford meeting rooms, as well 
as the famous Bellevue Ballroom, has been 
completely renovated and air-conditioned. 
And our experienced staff is trained to solve 
your problems—before they arise! 


BENNETT E. TOUSLEY 
Vice President and General Manager 


THE MME ~ 


“New in Face—Old in Grace” 


BROAD AND WALNUT STS., PHILADELPHIA 2, PA 


name, “Since 1872,” and “It’s al- 
ways a pleasure” (a phrase used 
widely in the firm’s advertising, fol- 
lowed by such expressions as... “to 
drink . . . to serve I. W. HAR- 
PER”). Candles were provided. At 
the moment the cake was brought out 
and uncovered, a banner was to be 
revealed, bearing the message, “You 
can cut yourself a slice of the birth- 
day cake (in profits). Instructions 
were included for providing forks for 
eating the cake and glasses for drink- 
ing cola or other beverages. 


Individual Cakes: For each sales- 
man there was a cardboard box, mini- 
ature of the large birthday cake, con- 
taining “play” money, indicating the 
salesman’s quota for the campaign. 

Brochure: Each salesman received a 
handsome, 16-page red and gold bro- 
chure, illustrated with artwork sug- 
gestive of the era when the Harper 
brand was new—an old fire wagon, 
a buggy, a side-wheel steamboat, a 
high-wheel bicycle, John L. Sullivan 
and Jim Corbett, an early baseball 
game. This was used for a lead-in to 
copy stressing the tradition and pres- 
tige behind the Harper brand, adver- 
tising supporting it during the anni- 
versary year, tie-in displays and dealer 
aids. Salesmen were to show the bro- 
chure to prospects and customers 
during the sales drive. 


Agenda and Script: In addition to 
step-by-step directions for staging the 
meeting, there was a suggested talk— 
not to be memorized, but to be used 
as a gnide by the district manager or 
assistant manager. Typical phrase: 
“Tt’s our birthday, but you get the 
presents.” The speaker was advised 
that he should ascertain in advance 
the local circulation figures for Har- 
per advertising, in addition to that of 
national media given him by head- 
quarters—to refer to this at the speci- 
fied time in his talk. Other suggestions 
for personalizing his remarks in- 
cluded, for example, a reference by 
name to a local doctor, and to mention 
the Harper advertisement in the copy 
of LIFE to be found in the doctor’s 
office. 

The campaign was conducted at a 
time when Harper was maintaining 
its shelf price, while other high-priced, 
bottled-in-bond bourbons were cutting 
prices. The good showing of the brand 
for the year was undcubtedly due, in 
large measure, to the aggressive sales 
campaign tied to Harper’s 80th Birth- 
day theme, dramatically presented and 
carried out with meticulous attention 
to detail. (Subsequently the shelf 
price of I. W. Harper was reduced, 
so that it is now in line with other 
premium-priced bonded bourbons.) 

The End 
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Meeting in 


CANADA? 


JASPER © 


VANCOUVER BANFF O / CALGARY 


CHECK THE ADVANTAGES OF 


LAST YEAR magnificent SUPER-Constellations inaugu- 
rated a faster-than-ever service east and west between 
Montreal, Toronto, Winnipeg and Vancouver, augmenting 
regular TCA transcontinental flights. 
This year famous, swift-flying TCA Viscounts — first 
ropeller-turbine airliners in North American skies — have 
Semis serving U.S.-Canada and Canadian inter-city routes. 
Now the quick and easy way TO AND ACROSS ALL CANADA 
is quicker, more convenient than ever! 


Less than a day! By air, it’s less than a day to any 


1955 


P 


Completely Air Conditioned, too! @ Leo F. Corrigan, Pres. © W 


/. 


oa 


major Canadian centre from any large U.S. city. TCA 
makes regular daily connections with U.S. airlines at 
New York, Chicago, Detroit (Windsor), Cleveland, Boston, 
Seattle, Tampa. 


TRAVEL... 


SPECIAL FARE REDUCTIONS AVAILABLE FOR GROUP TRAVEL 


See your Travel Agent or TCA Office in: Boston, Chicago, Cleveland, Detroit, 
Los Angeles, New York, Seattle, Tampa-St. Petersburg. 


TRANS-CANADA AIR LINES 


One of the world's great airlines...serving Canada coast to coast... important 
U.S. cities... Britain and Europe...Mexico, Bermuda, Nassau and the Caribbean 
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esler T. Keenan, Gen. Mgr. © Wm. P. Wolfe Org., Rep. 
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ON THE GULF COAST... 
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BLITZ MEETING 


Sure-Fire Technique to Make 
Meeting Pay Off Immediately 


for your next 


SALES MEETING 


A luxurious air-conditioned re- 
sort hotel specializing in conven- 
tions . . . finest meeting and 
banquet room in the south seat- 
ing 1500 .. . experienced con- 
vention staff trained to handle 
a “package” convention for you. 
Conveniently located between 
New Orleans and Mobile. Write 
us for more detailed information. 


Jimmie Love, Gen. Mgr. 


Yosemite National Park, California 


Modern comfort and every facility for 
sules and convention meetings amid spec- 
tuculur mountain scenery. Centrally lo- 
cated and easy to reach .. . Sleeping 
capacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
tw accommodate 500. Completely equipped 
meeting rooms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 


BY JOSEPH MANUSOV 


It’s new and you can use it any 
time. It’s fresh and can be an exciting, 
profitable experience for your entire 
organization. It’s a “blitz” meeting. 

It will revitalize and give new 
meaning to a sales meeting and at the 
same time recharge the sales force 
from top to bottom. 

The sales blitz is a special type of 
sales meeting. It brings together all 
of the organization’s salesmen in one 
city with the expressed idea of using 
these salesmen to sell the eutire city 
and surrounding areas. 

Ordinarily, local salesmen are not 
able to call on more than a hand- 
ful of prospective customers simply 
because of the time involved. During 
the sales blitz meeting all the sales- 
men will be simultaneously calling on 
old customers and all prospective cus- 
tomers. This is possible during the 


| sales blitz because you have enough 


experienced salesmen (your entire 
force) to comb the city from top to 
bottom and leave no prospective ac- 
count uncalled on. 

In the sales blitz instead of 20 calls 
for an area in one day, the calls may 
run into hundreds and will result not 
alone in increased business for that 
day but in new business developed for 
that area. The business remains after 
the out of town salesmen return home 
and can be more thoroughly developed 
by the local men. 

During a blitz there is action and 
challenge for every salesman, branch 


| manager, regular customer and pros- 


pect. Customers, new and old, are 
called on by out of town salesmen. 
“Mr. Sheves, of Atlanta, to see Mr. 


Wilson” (in Cincinnati) is the an- 
nouncement the secretary makes. An 
out of town salesman brings not only 
a new face to the customer but is al- 
ways considered the expert. Somehow 
he knows more than the local man. 
He is the out of town expert called 
in and he doesn’t come back tomorrow 
for the order—he gets it the same 
day. Customers are known to respond 
to new personalities. 

Advance planning is necessary for 
the success of the blitz. The local 
branch manager must be made re- 
sponsible for much of the overall op- 
eration and preparations. For this 
undertaking he must go beyond his 
ordinary inclinations and resources. 
He must provide plenty of leads for 
the salesmen and also brief the sales 
meeting on the particular problems in 
his area, competitive products. He 
must arrange for the blitz props and 
in general operate as a national sales 
executive instead of the local sales 
manager. 

This temporary upgrading puts him 
in the spotlight and the attention of 
the entire organization is focused on 
him. How he faces and deals with 
sales blitz problems could very well 
result in his consideration for advance- 
ment. Actually this is one of the few 
times, if not the only time, he can 
gracefully show his wares. 

On a continuing basis the blitz 
could eventually hit every branch city 
and not only will managers be com- 
peting for the sale meeting to be 
held in their area but literally fighting 
for the meeting because it is the hot- 
test idea around. 
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Louisville’s BROWN and KENTUCKY Hotels 


KENTUCKY HOTEL 
FLAG ROOM 

7800 square feet 

will accommodate 
1500 for meetings, 
1106 for food service. 


THE 
KENTUCKY 
HOTEL 


THE BROWN 
HOTEL 
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GREAT HOTELS 


IN ONE CENTRAL CITY! 


\ \ ITH the construction of two tremendous convention needs are greater than either hotel 
additions, the Kentucky Hotel now ranks with can meet, singly, both hotels can combine their 
its sister organization, the famous Brown, among facilities to serve you. 


the Nation’s great convention hotels. ‘ : ; 
Two great hotels — in a city with. both atmos- 


phere and ideal location, almost exactly at the 
Nation’s center of population. 


The Kentucky’s entire second floor — all 
20,000 square feet of it, seating 2500 people — 
is available for meetings, banquets, ete. At the 
stately Brown, the magnificent Crystal Ballroom Get detailed facts. Write for the blueprint 
alone offers a seating capacity of 1500. If. your booklets shown below. 


The Brown Hotel 
Louisville, Kentucky 


THESE BLUEPRINTS Without obligation, please send me the Brown and 
AND PICTURES * oe nrg Factbooks as advertised in Sales Meet- 

ARE WORTH | RSS 

4 THOUSAND WORDS —_ Organization 
Address_ 
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ELIMINATE 


manpower, inc. 


Our employees will set up and 
staff your booth or exhibit right 
and on time. 


EXPERIENCED 


DEMONSTRATORS © STENOGRAPHERS 
REPORTERS © REGISTRARS 


COAST 
SERVICE <2: 

COAST 
DIRECT MAIL SERVICE © MARKET SURVEYS 


TELEPHONE ANSWERING © ALL TYPES OF OFFICE 
work 


See ew ee meee eee 


For information write: : 


* 
MANPOWER, INC. Dept. SME 4: 45 Branches 
{ Coast to Coast 


manpower, 


Milwaukee 3, Wisconsin 


personalized 
exhibits 


MeSSmore & Damon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 
fied customers. 


We build to help you sell. 
May we fill this role for you? 
Messmore and Damon 


1461 Park Avenue 
New York, New York 
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Perhaps the toughest job for the 
branch manager is to develop leads. 
His normal operation requires sales 
prospects usually for only a handful 
of salesmen and now he must provide 
leads for all the salesmen who will 
participate in the blitz. Since more 
leads will result in more calls—which 
in turn will result in more business 
and a successful operation—-it is im- 
perative that lead development get 
underway well in advance of the sales 
meeting. 

During the blitz the local salesmen 
should not call on their regular ac- 
counts. Reassign territories or assign 
them to handling some other phase of 
the operation. There is no value in 
passing along their complaints and 
gripes to the new salesmen. After the 
blitz they can compare notes, but pre- 
judices and attitudes of the regular 
salesmen in advance are sure to ham- 
per and not help the blitz operation. 

Local salesmen can be most helpful 
in laying out calls for out-of-town 
men and for this job large blow-up 
maps of the area are nee@td. In ad- 
dition, small maps of the city and 
street directories should be given to 
all salesmen and where possible have 
the calls accurately indicated on maps. 
This will save time for the salesmen 
on the street and avoid a lost feeling. 

Now while making calls salesmen 
can learn much from the customer 
that will be of value to the company. 
The precise points of interest will 
stem from the national sales manager. 
He will determine what should be 
noted particularly on calls. Here the 
individual situation will suggest the 
type of mental check list for the sales- 
man. 

It can be seen readily that in ad- 
dition, and at no extra cost, the blitz 
will provide comments and complaints 
on all phases of a company’s products 
and operation, from the selling to the 
actual distribution. Comments that 
will prove more accurate than sample 
polls or regular call reports of men 
covering the district. 


Meet First Day 


Ideally, the first day of the sales 
blitz meeting should be spent setting 
up for the blitz on the second day. 
The branch manager takes over the 
operation and spends the morning 
session to explain the sales blitz. In 
the afternoon he starts the blitz rolling 
by distributing maps, prospect lists 
and answering questions with an as- 
sist from local salesmen. 

On the second day salesmen call on 
customers. The branch manager 
along with national executives remain 
at the meeting site to handle any 
queries that come from the outside 


force. Questions concerning delivery 
dates, old bills, and similar inquiries 
will turn up and salesmen will need 
quick, accurate answers. 

At least orie day must be set aside 
for a critique of the overall operation 
with the main emphasis on the sales- 
men and their experiences. Best time 
for this is the day after the blitz. 
How the critique is handled depends 
on the size of the group. Where only 
a handful of men are involved one 
group discussion will prove satisfac- 
tory. The pertinent experiences of 
each man can be related to the group: 
if 50-100 are to participate, a single 
group discussion will prove ineffective. 
It will be more fruitful and efficient 
time-wise if they are divided into 
small sections. 


Discussion Groups 


Set up a number of rooms or tables, 
one for each subject to be discussed 
and. have the salesmen move to a new 
table or room to discuss particular 
phases of the operation. For example, 
one topic will be ‘““What do customers 
complain about.”’ Each group discusses 
this subject at the same table and other 
phases of the operation are discussed 
in the same way. For evaluating pur- 
poses this is the most important part 
of the critique. These meetings will 
have something for the national man- 
ager as well as the local salesmen. 
This is one sales meeting where each 
salesman will take back to his own 
district not only his own experiences 
but also the exveriences of the men 
who were part of the blitz. 

Use of a secretary to take notes of 
either the large group discussion or 
one secretary for each of the smaller 
groups is extremely important. Too 
many points will be lost unless they 
are recorded. Later the notes can 
be used as the basis for a written 
report of the blitz. An edited report 
will contain an evaluation of the 
overall blitz and include facts and 
figures. How many calls made; num- 
ber or order; future orders; com- 
ments; complaints; suggestions for 
improving the organizational set up 
in the light of the sales blitz. Later 
a copy of the report should be sent to 
each branch manager and salesmen. 
They will provide each man with a 
wealth of material for thought, sell- 
ing ideas and techniques for improv- 
ing his particular approach. 

The sales blitz is a dynamic opera- 
tion. It was used by the Sheraton 
Corporation in Albany, Cincinnati, 
Detroit, Boston, Worcester and Mon- 
treal. Each blitz resulted in an in- 
crease in customers. 

Its first blitz got underway in Al- 
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Worried about your next sales meeting? 


We know how you feel. 


Everybody passes the buck to you and some- 
times it’s more than a man should be asked to 
bear. 

But here’s one problem you can gracefully— 
and wisely—escape. It’s the old headache 
about what liquor to order and how much will 
be needed. 


That’s where the nearest Hiram Walker Dis- 


trict Office can come to your rescue. Call the 
top man in that office and unload your trou- 
bles on him. He knows the ropes, knows the 
local hotel managers and maitre de’s, knows 
from experience what kinds of liquor will be 
required and how much. 


You'll find him in the local telephone direc- 
tory. His counsel is yours for the asking. And 
he can make your job a whole lot easier. 


HKiivam Wilber bSens ue 


1, 1955 


PEORIA, ILLINOIS 


MIAMI BEACH... 


New... Nice 
..-and North 


In the exclusive, 
uncrowded North Beach 
section. Brand new and 
beautiful, catering to 
particular people 
looking for the ocean- 
front’s finest in food, 
fun, convenience and 
service. Ideal for groups 
to 250. Auditorium seats 
350. Private meeting 
rooms, PA system, all 
convention facilities. 
Air-conditioned 
throughout. Private 
fA ocean beach, pool, 
<i cabanas — everything. 
oN \ May we give you 
\ details ? 


HOTEL 
On the Ocean at 
10101 Collins Avenue 
Miami Beach, Florida 
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The Dinkler Plaza, Atlanta 1, Georgia or call 
Chicage Office: MO 4-5100 
Washington Office: EX 3-6481 © WH. Y. Office: MU 6-6990 
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bany during late 1954, when 10 sales 
managers from the chain’s other ho- 
tels blanketed the city for five days. 
They made 795 personal calls, mainly 
in downtown office buildings, issued 
over 5,000 credit cards and lined up 
118 leads for new business. 

They listened to complaints and 
comments and after evaluating the 
reports made changes that resulted in 
more business from old customers and 
attracted new customers. It wasn’t 
just Albany. 

The blitz technique worked as well, 
if not better, in Washington, where 
almost 1,500 calls resulted in im- 
mediate bookings worth $16,750, a 
dozen tenative bookings, plus 250 
leads for new business. 


Revitalizing 


The blitz is revitalizing to a sales 
force. Consumer goods in all cate- 
gories are asking for it. It won’t work 
as spectacularly for capital goods, and 
heavy goods, but can be adapted. 

From experience you know a sales 
meeting can be a bore. Unless a new 
product is introduced topics are hard 
to come by. What usually happens is 
the sales meeting needs all sorts of 
stunts, «magicians, skits and the like 
to keep it from becoming an airing 
of personal complaints. The blitz 
changes all this. 


Use Talent 


Remember that when you address 
a sales meeting you are talking to a 
million dollars worth of selling talent 
brought to this one city from all over 
the country. Can you afford. not to 
utilize these talents and skills? 

The blitz is one way for salesmen 
to learn and one way the company can 
learn from them. It offers one of the 
rare opportunities to broaden the 
views of the sales force. You learn 
about branch managers without trans- 
ferring them to a new area to see how 
they will do. 

Instead of listerring passively to 
speeches day after day it will be more 
profitable for all concerned if the 
salesmen are doing what they enjoy 
doing—talking and selling. The ad- 
ditional business produced by the blitz 
will more than pay the sales meeting 
expenses. 

The blitz can be more than the 
answer to management’s question: 
What can we do to get more business 
in Cleveland, Dallas or Portland? 
and the sales manager’s search for a 
shot in the arm during slack sales 
periods, 

The End 
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A City Under One Roof — 
Perfect For 
An Outstanding Convention 


Finest facilities — location ideal for 
either National or Regional groups 
—complete recreational facilities 
on our 700 acres of estate-like 
grounds, including our own 18-hole 
championship golf course. We 
specialize in personalized attention! 


Inquiries appreciated and promptly 
handled. Write: 
A. P. Shoemaker, Jr., General Manager 
> Con ei .Ts 
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EDGEWATER PARK, MISS. 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 
Delegates Agree, Not Only 
“CONVENTIONAL” but “EXCEPTIONAL” 


Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water-—music for 
dancing twice daily. 
GEORGE 6B. BRUNI 
Vice President & General Manager 
ADA TAYLOR 
Director of Sales 
STANLEY B. CAMPBELL 
Sales Manager 


Telephone Attantic City 5-127) 
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World's Fastest, 


Finest Airliners CHICAGO 
| MIAMI 


NEW 
Delta-C&S Serves the Most Important ORLEANS 


Convention Cities in the U. S. ST. LOUIS 


Fly Delta-C&S to your business meetings or conventions. Experienced HOU STON 
Delta-C&S personnel will help you contact members, reserve space 


and make all arrangements for your convention flights. Delta-C&S | A 
offers wide choice of flights and fares from the economical daylight DAL § 


and Owl coaches to the Golden Crown DC-7’s, the World’s Fastest ATLANTA 
and Finest Airliners. 


Call your local Delta-C&S Sales Office or write to 
Convention Bureau, Delta-C&S Air Lines, 
General Offices, Atlanta Airport, Atlanta, Georgia 


Put PLEASURE on your program 


Choose GALVES- 


> 


Your delegates will love the tropical atmos- 

phere of Galveston, Texas, a sparkling island 

in the Gulf of Mexico. Air conditioned re- 

sort hotels on the beach, luxurious private + gs 
swimming pool, abundant fishing, golf courses |--—~~ 
and tennis courts and 32 miles of beach for Pe 
swimming and sunning. Yo 

In addition to hotel meeting rooms, thé fal 

lous Pleasure Pier has 36,000 sq’ feés 

exhibit space and an air conditioned 4 nee 

room, ideal for meetings, banquets and dances... 


AFFILIATED NATIONAL HOTELS 


ALABAMA TEXAS 
we ADMIRAL Semmes cee Melbile «MOTEL STEPHEN F. AUSTIN..... 
THOMAS JEFFERSON Birmingham 
notet DISTRICT OF COLUMBIA 


TEL BUCCANEER . 
HOTEL CLAYPOOL HOTEL GALVEZ pueeneen 
HOTEL JEAN LAFITTE.. |: 


NEW YORK—Murray Hill 66990 


CHICAGO—Mehawk 45100 x ‘ Television or radios in guest rooms 
COMPLETE CONVENTION FACILITIES COMBINED WITH RESORT PLEASUL ES. 
SM/JULY !, 1955 
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BIG THRILL for audience at How-to-Invest Show was 1904 Oldsmobile. Its motor ran 
in exhibit. General Motors was one of eight participating exhibitors with Merrill Lynch. 


Public Show Brings 
Wall St. to Main St. 


Investment house and eight other companies develop a new 
kind of show to stimulate public interest in stock purchases. 
Nothing is sold, but visitors queue up to ask questions. 
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Nearly 100,000 persons attended 
the precedent-breaking How-to-Invest 
Show, 71st Infantry Regiment Ar- 
mory, New York City, May 24-30. 
Sponsored by Merrill Lynch, Pierce, 
Fenner & Beane, it was a kind of 
world’s fair designed to “‘teach more 
people more things about  invest- 
ments.” 

Cooperating in the venture, eight 
other busiriess organizations were: in 
the show, all of them sharing the be- 
lief that it is desirable to broaden the 
base of stock ownership. 

Free to the public, the show was 
open from 10 Am to 10 PM, except 
on Sunday when it opened at 2 pM. 
By actual door count, 93,815 were 
recorded as passing through the main 
entrance, and an estimated additional 
6,000 entered by side doors. 


Swamped by Questions 


At this writing it is too early to 
appraise the public’s response spe- 
cifically — through a study of forms 
filled out requesting literature, sub- 
sequent visits to Merrill Lynch offices 
and interest aroused in stock purchas- 
ing. But soon after the show opened 
there was a rush around the informa- 
tion counters, where 18 customers’ 
brokers had been stationed to answer 
investment questions. And _ even 
though reinforcements were called in 
(including general partners), inquir- 
ers continued to crowd two and three 
deep in their quest for information 
throughout most of the show’s run. 

Almost a year had gone into plans 
and preparation for the show. Spon- 
sors faced an unusual and rather difh- 
cult problems. They wanted to edu- 
cate people of all ages and walks of 
life in the fundamentals of investing. 
To attract them, they. had to make 
exhibits entertaining. 

Since the stock market and capi- 
talism are favorite’ whipping boys, 
sponsors felt they should lean over 
backwards to keep everything on a 
high ethical plane. Obviously, there 
could be no selling of any sort. Yet, 
to justify the great expense of putting 
on such a show, there should be some 
sort of a “coupon” or invitation to 
action. This was concentrated on 
Merrill Lynch’s own exhibit, which 
visitors reached after having toured 
through the industrial area, It was in 
the Merrill Lynch section that visi- 
tors could ask investment questions, 
fill in forms requesting literature; 
or request analyses of (inquirer’s) 
financial status, by filling in an “In- 
ventory for Investors.” As an instance 
of careful planning that had gone into 
this phase of the show, the sponsor 
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did not invite indiscriminate, blanket 
requests for material, but required 
that one must write out what one 
wanted rather than fill in check 
marks on blanks 


Lighter Side 


Though there was a good dose of 
instruction compressed into the Mer- 
rill Lynch section, there was also 
good entertainment with it. There 
was, for example, a puppet show (by 
Bill and Cora Baird), which told the 
story of “How a Stock Exchange 
Works,” to demonstrate how stocks 
and bonds are traded on an exchange. 
Running time was about six min- 
utes. At the close of each perform- 
ance the viewers were directed to 
a film, shown in the adjoining hall, 
which demonstrates all the things a 
broker can do to help a potential in- 
vestor. This six-minute, black-and- 
white sound film had been made for 
the show by Dalmas Productions, 
New York City. 

Merrill Lynch’s own exhibit and 
those of three other co-sponsors were 
built by Design Built Studios, Inc., 
Long Island City, N. Y. They were: 
American Iron & Steel Industry; 
General Foods, and the "“Manufactur- 
ing Chemists’ Assn. The exhibit of 
American Gas & Electric Co. had 
been built by Ivei Corp.. Corona, 
N. Y., that of General Electric by 
The Displayers, New York City, and 
that of IBM by Reliance Displays 
& Interiors, Inc. Exhibits of Gen- 
eral Motors and New York Tele- 
phone Co. were built by their own 
staffs. 

Just inside the entrance, visitors 
could read on a large sign the “mes- 
sage” of the show: “Since America 
began, our industrial system has de- 
pended for its driving force on one 
primary source of power—invested 
capital. And people have invested 
their capital in business because it 
promised to pay them a good return. 
This is the story of how that promise 
has been fulfilled—and of how you 
can share in the promise of tomor- 
row.” 


Panorama 


Other “setting-the-stage” exhibits 
seen by the visitor just after he ar- 
rived were a panorama of America, 
from the Golden Gate to the Statue 
of Liberty; and a three-dimensional 
electrically-controlled panel to dra- 
matize the development of the United 
States from 1800 to the present. By 
observing four huge panels, each 
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MAIN ENTRANCE 
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SHOW LAYOUT 


. Entrance and photo murals 

. America's economic growth 

. Manufacturing Chemists Assn. 
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Future of America 

Who are investors 

Should you invest 

Common Stocks and Your Dollars 
What are stocks 

How Stocks are Bought and Sold 
Theatre: How to invest 

Research 

Literature 

Lounge 


MERRILL LYNCH PARTNER, Charles E. Merrill, points out show's “farewell”. 
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Tropical Island Paradise— 


just 15 minutes from downtown Miami 


Ocean Beach 
Golf Course 
Two 


Swimming Pools 


Write for beautiful color brochure 


Director of Sales and Conventions REY BISCAYNE MIAMI! 49. FLORIO 


in Palm Beach... 
Florida’s Largest Luxury Resort Hotel 


PALM 


Private Beach Club, Putting 
Green, Shuffleboard, Tennis, 
Olympic Salt Water Pool, Golf. 


@ 8 meeting or banquet rooms for 
groups to 800 persons. 


@ 4 air conditioned meeting rooms. 
@ Dining under the stars. 
e Public address systems, stage. 
e@ Garage under hotel. 
AAA approved 
Open December through April 


Private Yacht Basin, Air Con- 
ditioned Cocktail Lounges and 
NEW Dining Room Seating 
900. Excellent Food. 


Cabana Terrace for dining and 
dancing. Entertainment nightly 
in the NEW FLORIDA ROOM. 


dames J. Farrell 
Managing Director 


L. E. Ames 
Sales Director 


Palm Beach 2-1781 
Plaza 9-7250 in New York City 


Beautiful newly decorated rooms 
and suites at attractive rates from: 
Single: $6.00 Doubles $8.00 
Suites $15.00 
Meeting Rooms Banquet Rooms 
Parking Convention Facilities 
Rooms and suites equipped with Westing- 

house radios and TV sets. 
ALL THE SERVICES OF A 


GREAT HOTEL 
“Right in the heart of everything yet only “*.H-\-Hardman 


Vice Pres. & 
nine minutes from downtown L.A.” Gen. Mgr. 


lighted in its turn, the visitor received 
an impression of this nation’s terri- 
tory, population, industrial and in- 
vestment status in 1800, 1850, 1900 
and today. Sculptured figures wore 
costumes of the eras represented. 
Demonstrating changes in the scale 
of living, kitchen scenes were shown, 
beginning with fireplace-cooking of 
1800 and ending with the highly 
efficient modern cooking of our day. 

Through expert showmanship, ex- 
hibits in the industrial area offered 
instruction plus a generous supply of 
entertainment. 

General Motors exhibit included 
the “Old Scout,” a famous one- 
cylinder Oldsmobile of 1904 which 
won the first transcontinental race. 
At intervals an attendant would don 
duster, cap and goggles, crank the 
engine and get the car going (though 
it stayed in one spot). Beside it were 
GM’s 50 millionth car, the gold- 
plated Chevrolet produced last No- 
vember; and an experimental car of 
the future, Le Sabre, a “laboratory 
on wheels,” powered by a 300 hp, 
V-8 engine with a 10-to-1 compres- 
sion ratio plus supercharger. All of 
these were shown on slowly revolving 
turntables. 

General Electric’s exhibit was 
broad in scope. For the housewife, 
there was a “Colorama” kitchen. For 
the technical-minded, there was a 
scale model of an atomic power plant 
showing how electricity could be pro- 
duced from the atom. An animated 
six-foot scale model showed how a 
jet engine works. Also shown was a 
new automobile headlamp that re- 
duces glare and increases visibility, 
enabling the motorist to “see 80 feet 
farther at night.” A four by six-foot 
scale model of a continuous flow 
automatic factory was a miniature of 
one now being built by G-E with the 
U. S. Army Signal Corps. 

Best attention-getter among G-E’s 
exhibits probably was the demonstra- 
tion of the making of real diamonds. 
Through transparencies and captions 
one could see the 1,000-ton press; 
capable of maintaining temperatures 
of more than 5,000 degrees Fahren- 
heit at pressures in excess of 1.5 mil- 
lion pounds per square inch—roughly 
equivalent to Nature’s method of 
making diamonds. 

The IBM exhibit included a 
demonstration of speed typing on an 
electric typewriter; a demonstration 
of old and new time pieces, one of 
them a 30-day wagon-spring clock 
of the 1800’s; and a display of early 
office machines, among them a cal- 
culator developed over 300 years ago 
by Pascal, and a number of early 
typewriters—one an electric machine 
invented in 1899. 
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IN THE LAND OF SUNSHINE 


.» AT THE NEW HOTEL witHn 


DIFFERENCE! 


it’s a delighttul difference The Balmoral offers — 


a unique combination of casual charm and 
country-club luxury, that insures greater success 


and enjoyment for any convention or sales meeting! 


© 11 Meeting Rooms, varied in size, seating 
from 10 theatre-style to 500 banquet-styie! 


Numerous Additional committee, board, 
press, exhibit, etc., rooms! 

Garden Banqueting, terrace dining, and 
outdoor barbecues in “The Glen”! 


Three Separate Dining Areas, with prompt 
service to expedite mealtime “breaks.” 
Also three cocktail areas. 


Planned Activities for 
parties, wiener roasts, 
club, etc. 


wives — beach 
bridge, cabana 


Six Vast Oceanfront Acres . . . 2 full blocks 
of ocean beach! 


SIX ACRES ON THE OCEAN AT 98TH STREET 
IN BAL HARBOUR, MIAMI BEACH, FLORIDA 


Olympic-size Swimming Pool, with cabanas 
and lounging patio! 


Embassy Room for Dining. Food for gour- 
mets superbly served! 


Balmoral Club for cocktails—indoor and 
terrace—Entertainment and Dancing. 


Air Conditioning, individually controlled; 
radio; and circulating ice water in all 
262 luxurious guest rooms. 


Free Publicity Service, by experts in the 
field! 


Get ALL the advantages of The Balmoral’s “different difference” for 


YOUR next meeting! For DETAILED 


dates, etc., write to Dick Elterman, Director of Sales Promotion 
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HOTEL 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention staff. 
Color brochure on request 


The South’s Largest and Finest 


Convention Hotel 


ALABAMA 


AFFILIATED NATIONAL HOTELS 


TEL BAKER 
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Two IBM exhibits were of the 
“automation” variety. There was an 
experimental model of the first IBM 
electronic computer, employing trans- 
istors, no bigger than paper clips, but 
not a single vacuum tube. A second, 
the Cardatype, termed a “one-man- 
office force,” was an accounting 
machine that simultaneously repro- 
duces five sets of related business 
documents as a result of one typing. 

Visitors could get in on the act at 
IBM’s exhibit. They were invited to 
pretend that they had bought a speci- 
fied number of shares of common 
stock of a given kind, in a stated 
year. Within seconds, the IBM 
transistor calculator would total up 
total dividends received, number of 
shares now owned and present value, 
and profits earned through the years. 

Visitor participation was empha- 
sized in the exhibit of New York 
Telephone Co. There one might see 
himself on television; talk on a re- 
production of the original Alexander 
Graham Bell model; and try out a 
loud-speaker phone that can be used 
without picking up the _ receiver. 
Other attractions included the new 
line of decorator color telephones; a 
device that automatically answers the 
phone and takes messages when the 
subscriber is out; a phone with a dial 
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that lights up at night, permitting its 
use in the dark. Use of the transistor, 
in connection with long distance tele- 
phoning, was demonstrated. 

The three-century progress of the 
steel industry was illustrated through 
scale models in the Americen Iron 
and Steel Industry exhibit. One of 
these was a reproduction of the 
Saugus Ironworks of 1650, American 
birthplace of the industry (recently 
restored and opened to visitors). In 
contrast there was a 31-foot working 
model of a continuous rolling mill. 
Operated by two attendants, the mill 
rolled sheets and strip from miniature 
slabs. The contributions of steel to 
modern living were shown through 
photographs, paintings and slides. 

Feature of the American Gas & 
Electric Co.’s exhibit was a three- 
minute color sound-slide film, starting 
with the production of steam by a 
tea-kettle and progressing to methods 
now used in electric power genera- 
tion, all the way to the nuclear 
reactor. “Electricity, the Lifeblood of 
America,” theme of the exhibit, was 
expressed by a large photograph of 
one of AGE’s power plants out of 
which a giant heart pumps electricity 
to homes, farms, factories and stores. 

Role of chemistry in modern life 
was shown graphically in the exhibit 


of the Manufacturing Chemists’ 
Assn., chiefly by a series of panels, 
10-feet wide and eight-feet high, in 
a 70-foot booth. Most spectacular 
was a stylized “Growing Tree of 
Chemicals,” showing families of 
chemicals branching off from the 
basic materials trunk to become 
sturdy limbs. (Example: synthetic 
fiber branch divides into limbs for 
different chemical fibers, for different 
uses.) On the detergents panel, a 
soap bubble machine blew bubbles, 
beside a pictorial description of 
home, commercial and industrial uses 
of detergents. The solvents’ panel 
had at its center a four-foot rotating 
protective-coating color disc showing 
paint, lacquer, enamel, varnish and 
wax samples, with pictorial applica- 
tions. The exhibits had been used be- 
fore and was reassembled for this 
show. 

Of especial interest to women was 
the General Foods’ exhibit. It in- 
cluded turn-about panels illustrating 
changes in food preparation evolved 
through the years. Also shown were 
displays to dramatize the saving of 
time by the use of pre-cooked or 
partially prepared foods. A giant- 
sized shopping cart held packages of 
GF products. 

Usefulness of the show will be 
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extended through the production of 
a 30-minute color-and-sound film de- 
picting it. It was made by Dalmas 
Productions, producer also of the 
film, ““The Role of the Broker,” ex- 
hibited in the Merrill Lynch section 
of the show. 
An amusing sidelight, tying in 
with the thought, “More Capitalists 
Needed” (one way of expressing the 
show’s theme), is the ingenuity dis- 
played by an insurance salesman, who 
set up shop on the sidewalk across 
the street from the Armory. Having 
noted that Merrill Lynch’s “Who 
Should Invest” philosophy stresses 
the advisability of having adequate 
savings and insurance before purchas- 


we call Wall Street. ‘This may seem 
an impressive figure, but it is actually 
only a small percentage of all the 
people in this country who can afford 
to invest after they have provided 
food, shelter, insurance and savings.” 

Conceded to be among the keenest 
merchandisers in the investment field, 
Merrill Lynch has for some time 
been engaged in a campaign to teach 
people the advantages of investing in 
the American economy. The Stock 
Exchange firm uses advertising in 
newspapers, national magazines, and 
on radio and television. It distributes 
a variety of books and pamphlets, 
conducts lecture courses, produces 
movies, and has put three brokerage 


offices ‘on wheels”. to carry the in- 
vestment story to more people. 

This latest and most ambitious 
project, How to Invest Show, was 
supported by a large-scale newspaper 
and radio advertising campaign. In- 
vitations were sent out to groups of 
students, women’s clubs and others, 
to go on specially conducted tours of 
the show. 

“We the People,” the firm’s nick- 
name of long standing, has certainly 
done more than its share to get the 
public to understand the role of Wall 
Street in our economy, and that it is, 
as Partners Merrill and Smith put 
it, “Just another block on Main 
Street.” The End 


ing stocks, the alert insurance man 
decided to strike while the iron was 
hot. The authorities soon put him 
out of business in his chosen location 
—which seems rather a pity. 

“Business will continue to grow 
only as we succeed in creating new 
investment funds, new investors, and 
new business.” The statement was 
issued by Charles E. Merrill, direct- 
ing partner, and Winthrop H. Smith, 
managing partner, of Merrill Lynch, 
upon opening of the show. ‘““The show 
has another purpose, one that has to 
do with our democratic way of life. The ADasatic projects « new message or idet 
It represents one more step in our ever 6 seconds on a large Lp equivalent to a 
own continuing effort to bring Wall ptt a “shad anaes Une 
Street to Main Street. Today more the ADmatic wherever people gather, in stores, 
than 6,500,000 Main Streeters from 


trade shows, dealer show rooms, theatre and hotel 

: Cite wae : lobbies, as a visual salesman; or for personnel and 
every walk of life are investors; they 
have bought common stocks in the 


salesmen training programs. 
financial markets which, collectively, 


Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator needed. 


For rental or purchase terms, w‘re, write or phone 


THE HARWALD COMPANY, INC. 
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Miami Beach’s complete CONVENTION CITY 
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from the Atlantic Ocean to Biscayne Bay 
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From Capitol . . . 


Sampling of convention delegates for research study is tricky because... 


to Jefferson Memorial .. . 


to the White House .. . 


You Have To Be Right the First Time! 


If market data from delegates to a mammoth convention 
are important to you, you can get them with research. How 
you do it and where the dangers lie are set forth with the 
example of American Legion conclave in Washington. 


BY WALTER L. BENZ 
Vice-President, John T. Fosdick & Associates 


First old sage who muttered some- 
thing about slips between the cup and 
the lip must have just finished an in- 
dustrial show or convention audience 
survey. Nowhere in research are there 
so many traps awaiting the inexperi- 
enced or careless researcher. 

Each trap means a loss in reliability 
should it close on the unwary. And 
add this: A show or convention study 
must be right the first time. Like 
today’s date, it will never occur 
again. 

The American Legion convention 
was typical in survey problems. Be- 
ing so large, however, all factors were 
magnified proportionately. One of 
the first preparatory steps was to 
establish the pattern of expected traf- 
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fic flow. This can be the first big 
trap lurking to throw off a reliable 
sample. By that I mean, people inter- 
viewed must represent the entire 
audience. 

In other types of research, great 
care is taken to have the sample in- 
clude a truly representative cross sec- 
tion. A researcher would go into hor- 
rendous convulsions at the mere sug- 
gestion of interviewing people in 
three or four cities to obtain a na- 
tional picture, or interviewing people 
in a single industry for a multi-indus- 
try study. Yet, this sin is committed 
often, perhaps innocently, in the name 
of experience or economy in show and 
convention studies. 

Reliability of sample can be ascer- 


tained by including in the survey 
questionnaire a question or two that 
duplicates information accurately ob- 
tained also in the visitor’s registra- 
tion. Comparing these will reveal 
accuracy of the sample. 

The American Legion Magazine 
(in the persons of Advertising Man- 
ager Fred L. Maguire and Promo- 
tion Manager Walter Robson) was 
helpful in obtaining advance infor- 
mation toward establishing expected 
trafic flow patterns, as well as in 
many other ways. It demanded that 
all findings be fully reliable and its 
cooperation was one factor which 
made this possible. 

Advance schedules of meetings, 
special events, complete data on pa- 
rade formation, official hotels and 
locations of housing for Legionnaires 
were all supplied. To this were added 
the many special points of interest in 
Washington, D. C., which would at- 
tract Legionnaires and their families. 
Based on location, accessibility and 
historical significance, these various 
points of interest were evaluated to 
determine how large an audience was 
to be expected at each. 

The man who was to direct the 
study pored over all this data and a 
map of the City of Washington, to 
determine the number of interview- 
ers required and to set up their sched- 
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ules. Nearly all interviewer sched- 
ules had to be set up in two ways, 
one allowing for the possibility of 
rain which would move the audience 
indoors. With two schedules issued 
day by day, when it did rain during 
the convention, interviewers auto- 
matically switched to the alternate 
schedule without interrupting the 
study. 

Daily schedules supplied to inter- 
viewers were found to be of uninten- 
tional, yet of useful service to Legion- 
naires. On the day of the parade, 
some groups, as well as individuals, 
lost track of where and when their 
units were to form. Interviewers 
were able to supply this information 
to quite a number of men. 


Staff of 30 


Thirty interviewers worked on the 
assignment. This staff was nearly 
equally divided between men and 
women. The number working each 
day ranged from four to the full 30 
on the day of the parade. An office 
near the Legion’s official headquarters 
was engaged as survey headquarters. 
It was at this office all interviewers 
reported each morning before start- 
ing work and checked in at the end 
of each day. When they reported 
here, they were able to obtain advice 
and suggestions on matters pertaining 
to their work. They were also able 
to get a picture of the progress being 
made in the study and be entitled to 
the feeling of “belonging.” 

At survey headquarters, - three 
training sessions were held for the 


interviewers. These must be attended 
by all interviewers regardless of the 
number of show or convention studies 
in which they have participated. Each 
study has something different about 
it because it’s tailored for a particular 
client to obtain particular informa- 
tion. Each audience is different in 
its characteristics just as individuals 
differ. These things, plus refresher 
instruction on the special techniques of 
interviewing show and convention 
audiences are the subject of training 
sessions. 

The interviewing technique is im- 
portant toward assuring reliability of 
answers received in the interviews. 
For example: approach to the person 
to be interviewed. It must be done 
so as to obtain respectful attention ; 
to encourage the most shy and the 
most serious-minded to pause for the 
interview. There are certain unob- 
trusive measures used to obtain an 
interview from one person who is 
with two or more friends, which will 
draw him away from them, thus elim- 
inating answers that his friends might 
contribute or influence and thereby 
introduce bias. 

There are the methods to keep 
the interview on even keel. Men at 
a show or convention are undergoing, 
let’s say, emotional conflict. ‘They 
are present for serious business and 
also with prospects, at least, for some 
pleasure on the excursion. Interview- 
ers, therefore, must be able to control 
the interview so as to prevent the 
jovial side from influencing answers. 

Daily sessions for interviewers of- 
fer the opportunity for apprising the 
interviewers of any changes noted in 
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audience attitude. Temper of an au- 
dience is much like an individual’s; 
subject to change due to various con- 
ditions. Rain, for example, has a 
marked effect on an audience. This 
was noted at the American Legion 
convention. Another marked change 
in audience mood was noted on the 
day President Eisenhower addressed 
the convention. While on the subject 
of audience attitude, it might be a 
good place to comment on respond- 
dents’ decorum in the presence of 
interviewers, some of .whom were 
comparatively young and pretty girls. 
Man and boy, to the very last one 
gentlemen! Gallantry was not exclu- 
sive to Southern men that week. 


Special Passes 


Probably the most active day was 
that of the parade. Thirty interview- 
ers, each with an alternate set of 
schedules, worked in shifts that 
started at six different hours which 
required careful planning. In addi- 
tion, arrangements had to be made 
for passes which would allow inter- 
viewers freedom of movement in the 
parade areas. The American Legion 
was helpful in this respect and Wash- 
ington police, as well as the special 
American Legion police, were entire- 
ly cooperative. One interviewer who 
was not a native of Washington got 
lost on the way back from his assign- 
ment and upon recognition of the 
pass, he was routed by one of the 
Washington police to a short cut 
through the parade. 

On this day, as on all other-days 


during the study, the director of the 
study traveled from one interviewer 
to another to ascertain if the audience 
size was as expected, and to be help- 
ful to the interviewers as desired. At 
any time the size of the audience was 
larger or smaller than expected in 
any particular location, necessary 
shifts were made. On one day exces- 
sive heat and scorching sun reduced 
attendance expected at an outdoor 
event. All but one interviewer were 
relocated by. the study director to 
more active locations. 

At the end of the first full day’s 
interviewing, manual tabulations were 
run on all key questions. Director of 
the study then discussed these results 
with Fred Maguire. This allowed 
opportunity for any change in the 
questionnaire had any new channel of 
information been revealed. At this 
time it was also possible to advise 
Maguire that. normal operations 
would carry the number of interviews 
somewhat over the quota which had 
been set. With his approval, the num- 
ber of interviews was allowed to in- 
crease and a total of 2,500 were ob- 
tained. 

There are certain other problems 
characteristic of smaller conventions 
and shows that didn’t prevail in this 
study. Nevertheless, this study iridi- 
cates the importance of careful and 
responsible personal direction by a 
principal of the research firm at the 
scene of the study. On his shoulders 
it is possible to safely place authority 
of decisions because he is responsible 
directly to his client. Show and con- 
vention studies must be right the first 
time. 

The End 
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Call: MOhawk 
4-5100 


how to use 


Photos 


Photos tell your story fast 
and compellingly. 


This FREE 32-page booklet 
shows how you can make 
better use of photos, murals, 
Transiites, photostats, cui 
outs, and other types of 
blowups, for presentations, 
displays, and exhibits. 


Use the handy coupon! 


Rush FREE ‘'King-Size"’ book to 


IFT HC WACKER DRIVE CHICAGO 6, ILL. "PHONE STote 2-597 
Ask for FREE Booklet SM-4591 


~- Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 
© Offers new approach to conven- 
tion success 


e Greatest concentration of new 
hotels in the world 


@ 29,000 hotel rooms 

@ Fine restaurants 

@ Famous shopping centers 

@ Delightful weather year-round 

@ Reduced rates for spring, 

summer and fall conventions 

For information, write: Tom F. Smith, Dir. 
uM Beach Conven 


tion Bureau, Municipal 
aa Washington Avenue, Miami 


* 


PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA| 


CONVENTION BUREAU 


NEVADA 


CHAMBER OF COMMERCE 
310 * 
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THE WORLD-FAMOUS 


Homestead 


On its own !7,000-acre estate in the Virginia 
Alleghanies, The Homestead is an idea! piace 
for successful tings. Your bers can 
concentrate on business, free from the dis- 
tractions of a large city; and when work is 
done they can enjoy all the superb facilities 
of "America's most distinguished resort and 
spa." 


You Don't Have to Make It 
To Tell How to Sell It 


DuPont develops training program on film for retail bakery- 
route men, although the company never produced a loaf of 


bread. 


More wholesale bakery salesmen 
are hitting the bigger sales bull’s eye 
this year because of the help of a cor- 
poration that never baked a loaf of 
bread. 

A multi-purpose meeting program 
produced for the baking industry by 
Film Department, E. I. DuPont de 
Nemours & Company, Inc., with the 
assistance of The Jam Handy Or- 
ganization, is now well under way 
across the country. Already seen by 
over 15,000 wholesale bakery sales- 
men, the “Out of This World”’ sales 
training program is assisting bakery 
sales managers to increase sales of 
bread and specialty goods at the retail 


| level. 


Because nobody knows as much 
about the baked goods industry as the 
men in it, DuPont asked outstanding 
sales managers in the industry to join 
in the idea development. From these 
ideas a comprehensive sales training 
program was developed for bakery 
management aimed at: 

1. Developing and keeping grocer 
goodwill 


1” =: 


for your convention 
COME TO 
CORONADO 


“a 
The West’s Greatest Convention Resort 


© Groups up to 800 @ American Plan © Sightseeing 


Program includes manual for sales managers. 


2. Getting “plus” volume sales 

3. Building selling displays 

Designed to increase sales by di- 
recting attention to important things 
that may be overlooked, training 
principles developed in the program 
cover both routine as well as more 
complex duties of route salesman. 
Produced so that it can be expanded 
into a full year’s training program for 
bakery salesmen, the program includes 
a manual for bakery sales managers, 
a 20-minute sales training motion 
picture in color, promotional materials 
and follow-up posters, as well as re- 
minder cards. 

The motion picture, “Out of This 
World,” combining entertainment and 
sound merchandising, sets a theme 
that makes sure salesmen will sit up 
and take notice, even after a day on 
their routes. It brings into sharp focus 
the basic points of the wholesale 
bakery salesman’s operation in the 
highly competitive food market busi- 
ness. Results of the meetings indicate 
that salesmen personally identify 
themselves with the chief character 
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Ample Meeting Rooms (No Charge) 
Exceptional golf, riding, swimming and other ® Beach Club, Golf and Tennis Facilities ¢ Deep-sea Fishing 
sports; smooth Southern service; expert atten- 
tion to meeting requirements. 

Address 


All convention activities under one roof... 
with plenty to do for relaxation. Swim in pool or sea; 
dancing, golf, tennis . . . exciting old Mexico 
only 2 hour away, featuring Jai Alai and racing. 
We'll help you make your next convention the best yet! 
Ashton A. Stanley, Managing Director John A. Tetley—Sales Manager 


Hotel del CORONADO 


CORONADO, CALIFORNIA 
The Famous All-Year Resort Across the Bay from San Diego 


KEKE KEKEKKEEKE KEKE NK 


88 SM/JULY 1, 


THE 


HOT SPRINGS, VIRGINIA 


Chicage Office 
Cleveland Office 
Washington Office 
New York Office 


MOhewk 4-5100 
..+.PRospect 1-7827 
.EXecutive 3-648! 
MUrray Hil! 6-6990 


$3338 3354 555 
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IN ADVANCE of film showing, this teaser 


poster is used to announce the meeting. 


in the motion picture, Bill Dudley, 
who shows how to handle various 
situations that arise as he calls on re- 
tailers. 

Presentation of the motion picture 
supports a complete promotion and 
follow-up program. Many interesting 
and effective devices—reminder tags 
on steering wheels of trucks, tie-in 
contests, audience-participation in 
meeting demonstrations—are used as 
part of the meeting program so that 
salesmen will not forget their three 
prime objectives. 

From the leng-use angle, most 
popular item for the sales manager 
is the manual which goes with the 
program. It suggests follow-up meet- 


\ THE NEW 


' OMark of Diotinetion 


IN THE HOTEL WORLD 


FOLLOW-UP poster reminds bakery sales- 


men of points covered in DuPont's film. 


ings, provides sales interest-getters, 
and cites effective meeting techniques. 
Listed are “things to do and not to 
do,” as shown by the experiences of 
top sales managers in the baking in- 
dustry who contributed to the pro- 
gram. 

Things held in common are em- 
phasized and matters of bakery policy 
which differ in individual bakeries 
are avoided. 

Personal contacts are established 
by DuPont district representatives 
with bakery company sales managers 
for presentation of the training pro- 
gram. Good will is created all around 
and results, as current reports indi- 
cate, are really “out of this world.” 


= == 


FORT HARRISON‘ 
CLEARWATER, FLORIDA) 


Let the staff at any Jack caR hotel help you blend 


pleasure with business to make your convention a real success. 


@ Tip-free parking service @ Modern room occommodetions 


@ Planned eu led 


cuisine @ Completely air-conditioned 


@ Excellent meeting ond dining facilities. 


; THE ULTIMATE IN LEISURELY LIVING 


BFRANCIS MARION 
CHARLESTON, SO. CAR 


a 
SAB 


KEY COLONY 
MARATHON, 
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JACK TAR 
GALVESTON, TEXAS 
| 
I 


DALLAS’ LEADING 
CONVENTON HOTEL 


Center of Dallas 
1,250 Rooms 


2 Restaurants 
Motor Lobby 


Completely Air Conditioned 
Guest Room Television 
Family Rate Plan 


12 Meeting Rooms for 
groups of 12 to 1,200 


Gal phus 


DALLAS, TEXAS 


L DAVIS, Managing Director 
T A. INGELS, Soles Manager 


Let's meet in 
the 
Aileghenies 


Summit 


Right atop Mt. Summit on a beau- 
tiful 930 acre estate with our own 
golf course and swimming pool. 


Ideal facilities for handling groups 
up to 160... with sports, relaxa- 
tion and entertainment for all, Noted 
for delectable food ...and spa- 
cious, comfortable rooms. 


On U. S. Route 40, six miles from 
Uniontown, Pa. 2500 feet high in 
the mountains. 


Phone Uniontown 8-8594 
—or write SAM STEWART, Manager 


(An Abbell Hotel) 


St Petersburg, Florida 


Sterling B. Bottome, Managing Director 


hour from Chicago 
Here at Lake Lawn, your next sales 
meeting will be all yours. No “big 
city’ distractions — you have the 
perfect setting, with adequate 
conference rooms and superb 
accommodations and food at 
Wisconsin's smartest complete 
resort. Special events arranged. 
HAROLD W. ZILISCH, MGR. 
Phone: Chicago, FRanklin 2-6062 


saaner Market Show 
Y of Takes a Whack at Myths 


Super Market Institute gives exhibitors free telephones, 
doesn't let them select booth locations, bans sampiing, 
raises registration fees, keeps wives out of exhibit hall one 
day, coordinates prize drawings. And everyone likes it. 


Super Market Institute breaks 
“rules” (myths that many hold close 
to their bosoms) and proves that 
imaginative show management makes 
a whale of a difference in smooth 
operations. 

Myth number one that SMI ex- 
plodes is that exhibitors select space 
analytically or with more than super- 
ficial examination of floor plans. A 
show manager might be overwhelmed 
by demands for specific locations, but 
he should not be misled into thinking 
that most exhibitors make their se- 
lections logically. 

For years (until 1950), SMI 
asked exhibitors to enumerate pref- 
erences for space. Invariably all ex- 
hibitors asked for the same half dozen 
spots. As long as the floor plan had 
one hall marked “Main” or some 
other title to indicate “first”, every- 
one wanted a spot in it. It made no 
difference what actual traffic flow or 
exposure the areas in this “main” 
hall might offer, everyone wanted it. 


Letters for Names 


To prove that exhibitors request 
space on the basis of name rather than 
a careful analysis, SMI eliminated 
name designations on floor plans and 
used letters, A, B, C, D. By start- 
ing from the back of the exhibit lay- 
out and naming this area “A”, SMI 
found no trouble in making exhibitors 
happy. Because it was “A”, exhibit- 
ors assumed it was first or prime. 
Not that this hall might not be an 
excellent location, but exhibitors 
would never believe it if it were 
titled “F Hall.” 

In addition to designating halls by 
letter, SMI eliminated requests for 
specific booths in space applications. 
Show management assigns space. By 
judicious parceling out of space, SMI 
develops a well-balanced show. It 


| gives preference to larger exhibitors 
| and older exhibitors; and groups ex- 


| hibitors to create the best exposure 


for all. SMI takes the attitude that 
as show management it knows best 
about space allocations, so why put 
itself in the position of having ex- 
hibitors dictate on a matter in which 
they could not operate in the best 
interests of the exposition as a 
whole? 

Another myth that goes ov erboard 
this year is that increases in registra- 
tion fees cut down attendance. SMI 
set up this schedule of registration 
fees: For members, $5 in advance, 
$10 current; Exhibitors, seven free 
advance registrations for personnel, 
$5 for each additional man in ad- 
vance, $35 current; non-members or 
visitors, $25 in advance, $35 current. 
(Members are super market opera- 
tors who have at least one store that 
does $1 million a year or more; 
visitors include wholesalers, brokers, 
advertising agencies, media, consul- 
tants. ) 

What happened when SMI boosted 
re gistration ? For the first time since 
the show began in 1937, every ex- 
hibitor registered personnel in ad- 
vance, and paid for each man over 
seven. Heretofore with free exhibitor 
registration, as many as 119 people 
were registered by one manufacturer 
but not all in advance. For the 1955 
show in Cleveland in May, 42 more 
exhibiting companies were included 
with 27 more personnel registered in 
advance this year. 


Advance Registration 


Member-wise, 442 companies sent 
in advance registrations for 2,280 
people up to a month before the con- 
vention. SMI usually draws person- 
nel from over 60% of member com- 
panies (711, total) to its conventions. 

At previous SMI shows, message 
transmittal was a headache. A mes- 
sage center with hourly delivery and 
pick up of messages was never 
efficient. Messages arrived too late, 
or the man intended for the message 
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FOR HIGHLY SUCCESSFUL SALES MEETINGS 


if nigh point inn 


in Pennsylvania’s Pocono Mountains 


GOOD REASONS TO SELECT A RESORT SITE 
FOR YOUR MEETING: 


1. No parking problems . . . free too 4. Everything under one roof: meeting 
rooms, exhibit space, dining rooms, 
bed rooms, sports facilities 

5. Plenty of recreational facilities for 

3. No big city expenses or distractions relaxation after “business hours”. 


2. Assured attendance because of 
vacation aspects 


SPECIAL LOW 


GROUP RATES! 
High Point Inn 
Mount Pocono 51, Pa. S S 
Att. Mr. Chas. D. Geissinger, Managing-Owner q 4 2 ] é 
Please send me, at no obligation, your detailed brochure describing High Point Inn's 


group meeting facilities. 
Our organization is planning a. 


(function) 
on or about. 


be app 


i 
, high point inn 
H Ca Collect Mt. Pocono 3811 
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planning your 


sales meeting? 


Split Rock Lodge and Club has year-round 
facilities to make business a pleasure. At 
2000 feet elevation, within easy reach of 
New York or Philadelphia, are newly en- 
larged conference rooms, spacious cottages 
and guest rooms, unexcelled service, bar 
and cocktail lounge, fine food. 

For our convention folder and complete 
information write to William D. Herrmann, 
General Manager, Split Rock Lodge and 
Club, White Haven, R. D., Pa. Telephone 
White Haven 4561. 


vohenman beet 


¢ Kock 


LODGE AND CLUB 


( 


MEMPHIS, TENN. 


| Convention Headquarters 
In The South 


| Lobby. Mezzanine and Third Floor offer 

over 38,000 sq. ft. exhibit space, ban- 

| quet and conference rooms accommodat- 

ing 25 to 1000 sersons; 625 rooms with 

bath, All Air-Conditioned. Private Auto 
Entrance. An Alsonett Hotel. 


Write TOM McGINN, Meneger 


was not in the booth when the mes- 
senger arrived, or delivery of a mes- 
sage was made to the wrong booth. 

To beat the message problem— 
important in exhibitors’ sales efforts 
—SMI had telephones installed in 
booths. While it wanted a telephone 
for each booth, the switchboard in 
Cleveland’s Public Auditorium could 
handle only 253 telephones. So, in 
most cases, two exhibitors had to 
share one telephone. 

At a cost of $15 to SMI for each 
telephone, exhibitors paid nothing for 
unlimited local calls. Exhibitors could 
not call long distance except if the 
call were collect. Reason: Telephone 
switchboard operators were too busy 
to handle bookkeeping for long 
distance charges. In addition to $15 
for each telephone, SMI had to pay 
for additional operators required to 
service the hall switchboard. 

A problem that SMI licked this 
year was sampling by exhibitors. In 
the past, unlimited sampling of prod- 
ucts was the rule, and_ exhibitors 
moaned and groaned about sampling 
costs. While exhibitors complained, 
each feared stopping the practice be- 
cause it might alienate a customer. 

When the sampling practice got 
completely out of hand, SMI had to 


step in with a ban on all samples 
that could not be consumed in the 
booth. Samples could be sent to a 
visitor’s hotel room or to his home, 
but could not be distributed at the 
show. 

What was happening before the 
ban was that wives of visitors (most 
super market operators bring their 
wives) would go from booth to booth 
to pick up samples. Often, each 
woman would leave with some $40 
worth of merchandise. Multiply this 
by 1,000 or more women and you 
get a mental picture of how much 
sampling can cost. 

One practice was for women to 
stop in at a booth displaying” shop- 
ping carts, borrow one, and proceed 
to fill it at every booth. Shopping 
cart manufacturers could hardly turn 
down the wife of a chain owner and 
customer, nor could other manufac- 
turers turn her down for samples. 


It’s a strange phenomenon: a mink- 
coated wife of a million-dollar-plus 
businessman picking up free samples 
which she later has loaded into her 
chauffeured limousine. This same 
woman who visits every booth for 
samples could back up a truck to any 
of her husband’s mammoth stores to 
get all the items she wants—but still 


SACRAMENTO 
CALIFORNIA 


HOLLYWOOD’S 


HoLLYwooo ROOSEVELT nore 


Under Management of Hull Hotels 


7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 
Telephone HOllywood 9-2442 + Teletype LA 547 


> Hotel El Rancho Ge 


LARGEST “&2 


FINEST o 


HOTEL 


*7 ae ROOMS 
* SWIMMING POOL 
* HOTEL GARAGE 

* CINEGRILL 

* GARDEN GRILL 


Airportransit Terminal 
Airlines Center 
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she spends time to collect free 
samples. 

Sampling was bad enough when 
just wives were involved—in addition 
to legitimate sampling operators— 
but when (lower - echelon 
employes of nearby chains) took up 
the practice, it went completely out 
of hand. 

3y imposing the 
SMI made 
forced on 


visitors 


sampling ban, 
exhibitors happy. It 
them something they 
couldn’t do themselves although they 
wanted to. Members of Associated 
Grocery -Manufacturers’ Represen- 
tatives policed the show to keep 
sampling from starting up. Thus, in 
essence, exhibitors policed themselves. 

No matter what the problem is, 
you can solve it, explains Bill Nigut, 
assistant executive secretary, SMI, if 
you face it squarelv. “As long as you 
are firm and fair. you don’t have a 
problem,” he says. The “firm and 
fair” policy is reflected in all decis- 
ions made on show procedure. 

In addition to a ban on product 
samples, photographs and_ portrait 
sketches were banned from SMI’s 
show. Aim is to make exhibits as 
strictly business as possible. 

Staying close to its policy of strictly 


business, iconoclastic show manage- 


ment designated Monday at the show 
“for men only.” Because as many 
wives as operators often show up in 
exhibit halls, the ban on women for 
one day allowed for intensive, un- 
hampered business on at least one of 
the three days. 


Prize Books 


Because prize offers can get out of 
hand when more than one out ot 
every four booths has a contest. SM! 
stepped in to coordinate this giveaway. 
At its own expense, SMI printed up 
coupon books that contained tickets 
for drawings to prizes offered by 123 
manufacturers. (It takes seven hours 
just to handle drawings and so draw- 
ings were staggered throughout the 
convention. ) 

To pay honor to those of the +16 
exhibitors who have been in the show 
10 or more years, SMI designed a 
seal which was mounted over the 
booths of these loyal participants. 

Use of badges or tickets of admis- 
sion by unauthorized persons is a con- 
stant problem for show management. 
Someone leaving the show is often 
prompted to give his ticket to an out- 
sider to use; exhibit personnel hand 
their hadges over to friends to use. 


Convention 


“Host to the Nation” and to many thousand convention 
delegates each year, the Affiliated National Hotels have the 
“Know-how” arid the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 


in each. Address Convention Dept., 


Affiliated National 


Hotels, P. O. Box 59, Galveston, Texas, or call Galveston 5-8536 


New Orleans 
JUNG HOTEL 


. kt 
MONTICELLO HOTEL 


San Antonio, Tex. 
meneen HOTEL 


bh 


PAXTON HOTEL 


Dallas, Tex. Columbia, S. C. 
ene woe ase thio Sores 


THOMAS JEFFERSON. HOTEL 


WASHINGTON HOTEL 


Paso, Tex. 
TEZ HOTEL 


CLAYPOOL HOTEL 


Galveston, Tex. 
GALVEZ HOTEL 
BUCCANEER HOTEL 


Beaumont, Tex. 
EDSON HOTEL 


STEPHEN F— AUSTIN 


Mobile, Ala. 
ADMIRAL SEMMES HOTEL 


BROWNWOOD HOTEL 


Lubbock, Tex. 
LUBBOCK HOTEL 


New Orleans—DeSete Hotel Clovis, N. M.—Clovis Hetel Dallas, Tex.—Travis gaa 
Hotel, Coronade Court 


Other Affiliated ail 
jonal : a Falls Hetel 


Miramar Courts 


Galveston, Tex.—Jean Lafitte 


San Antonio, Tex.—Angeles Courts 
Hotel 


Mountain Lake, Va.—Mountain Lake 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 


New York—Murray Hill 66990 
Chicage—Meohawk 45100 
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Washingten—Executive 36481 
Mexice City—10-48-00 


In an attempt to cut down on out- 
siders, SMI issues a book of admission 
tickets with a different color for each 
day. Tickets are collected upon ad- 
mission to the hall. If a visitor wants 
to leave the hall to return, he receives 
a pass-out check which is good only 
for the same day. This, plus free use 
of telephones which eliminate one of 
the reasons for having to leave the 
hall, aid in cutting down outsider 
admissions. 

Since 1945, SMI has made its own 
surveys to determine visitor and ex- 
hibitor reactions. Some results are re- 
markable. Example: Every operator 
surveyed last year indicated his “time 
and money well spent” to attend the 
convention. 

Don Parsons, SMI executive di- 
rector, reveals, “It has been our prac- 
tice immediately following the annual 
convention to throw upon all conven- 
tion activities the full light of inten- 
sive research. Results are then re- 
ported to exhibitors in terms of 
convention ‘circulation’ and ‘audience 
measurement’ statistics comparable to 
those of national magazines, news- 
papers and other advertising media. 
This information enables manufac- 
turers to know exactly what they are 
buying with their exhibit dollar and 


st and Most Modern 
mer Resort in the Middle West 


reezy Point Lodge 
BRAINERD, MINNESOTA 


“Perfect Packaged Conventions” 


Groups from 50 up to 400 persons 
Welcomed in June, July, Aug. and Sept. 


Geared for super-smooth handling of 
conventions or sales meetings .. . 
ideally located in a superb Northern 
setting with big-city accommodations 
and services, including swimming, 
golf, tennis, soft-ball, bowling, shuffle- 
board, dancing, entertainment and 
superlative food! Every room with 
private bath or shower. 


ASK FOR CONVENTION BROCHURE 


1001 W. Washington Bivd., Chicago 7, lil. 
Phone SEeley 3-3649 


JOSEPH MASSAGLIA, JR., PRESIDENT 


HOTEL MIRAMAR and Bungalows 
SANTA MONICA, California 
California's World-famous Resort—250 rooms 


HOTEL SENATOR 
SACRAMENTO, California 
The Capital's Premier Hotel—400 rooms 


HOTEL BOND 
HARTFORD, Connecticut 
Headquarters for Hospitality—400 rooms 


HOTEL SINTON 
CINCINNATI, Ohio 
Hospitality at its Best—700 rooms 


HOTEL RALEIGH 
WASHINGTON, D. C. 
On Famous Pennsylvania Ave.—500 rooms 


HOTEL SHERWYN 
PITTSBURGH, Pennsylvania 
Center of Everything—400 rooms 


ale. 


| attend it. 


HOTEL EL RANCHO & Bungalows 
GALLUP, New Mexico 
World's Largest Ranch House—200 rooms 


PARK LANE HOTEL 
Denver, Colorado 
Overlooking The Rockies — 400 Rooms 


to make an intelligent evaluation of 


| its effectiveness. 


“Results of the exhibitor question- 
naire are illuminating,” says Parsons, 
and offers these statistics: 

“Of all exhibitors, 99.6% consid- 
ered the 17th annual convention well 
worth their time and money spent to 
Forty-two percent of ex- 
hibitors said their exhibit was more 
successful than at previous SMI con- 
ventions ; 34%, about the same; 7%, 
less; 12% were exhibiting for the 
first time and 5% didn’t know. Op- 
erators spent sufficient time at their 
exhibits, said 73% of exhibitors; and 
94% of exhibitors were satisfied with 
exhibit hours.” 


All Visited Booths 


Survey of SMI members who at- 
tended the convention last year, 
showed these results, says Parsons: 
“Virtually every member visited the 
exhibits ; 63% reported that they had 
sufficient time to spend at exhibits; 
73% reported they devoted five or 
more hours to visiting booths; and 
90% of member companies reported 
that they had bought or were plan- 
ning to buy displayed products as a 
result of viewing exhibits.” 

SMI adheres to an under-one-roof 
policy for its conventions. All func- 


tions are held in Cleveland’s Public 


Auditorium. In addition to a large 


| trade show — 150,000 sq. ft. of ex- 
| hibit space—SMI members are served 


11 meals during the four-day conclave. 
Meals are catered by Hough Bak- 


| ing Co., Cleveland. Because part-time 
| waitresses seldom are satisfactory, Ar- 


thur Pile who heads Hough Baking, 


| has come up with an excellent solu- 
| tion. Waitresses for SMI food func- 


tions are club women. Instead of 


receiving cash for their services, stand- 
’ 


ard wages are paid into club treasuries 


by Hough Baking. 


Because club women are eager to 
enter into any fund-raising program 


| for their organizations, they almost 


fight to be selected as waitresses. 


| They know that their selection next 


year depends on the job they do this 
year. Thus, SMI members receive 
waitress service hard to match any- 
where. Waitresses are intelligent, but 
more important, anxious to be of 
genuine service. Hough Baking has 
a waiting list for waitresses at SMI 
functions. 

To create a banquet hall atmos- 
phere in Public Auditorium, SMI 
calls in American Decorating Co., 
Cleveland, to drape the walls up to 
20 feet and lower the ceiling lights. 
American Decorating carpets the 
floor wall-to-wall and supplies 2,270 


chrome dining chairs. Chairs were 
bought specifically to service SMI. 

SMI sessions start at 8 aM, Mon- 
day with a breakfast for almost 2,000. 
Business sessions run from 9 AM to 
12:30 pm. Lunch is served from 12:45 
to 2 pm and exhibits are open from 
2 to 6 pm. Registration starts on Sun- 
day and the convention runs through 
Wednesday. 

Conventioneers pay $12 for a ticket 
to the annual banquet and $15 for 
tickets to other food functions. They 
are served 11 meals—three breakfasts, 
four lunches and four dinners—and 
several of them paid for by manufac- 
turers. : 

SMI members get a real bargain in 
entertainment at their conventions. 
Manufacturers pay for entertainment 
three successive nights. Each night, 
entertainment is of a different sort— 
from an evening of good music to a 
spectacular variety show. Entertainers 
include the nation’s best. An Ed Sul- 
livan show was staged one night at 
last year’s convention. Shows includ- 
ing Eddie Fisher, Horace Heidt and 
Sam Levenson were offered this year. 


Sponsored Entertainment 


Forty companies sponsored enter- 
tainment last year and a like number 
paid for entertainment at the recent 
meeting. Last year’s bill was prorated 
at $437 for each sponsor whose name 
was listed on the printed program. 
A maximum of $500 is set for each 
company that sponsors the combined 
entertainment program. Individual 
companies can stage entertainment 
for an evening at their own expense. 

Banquet entertainment included 
George Gobel and Steve Allen. 

On the serious side, six months of 
planning goes into convention sessions. 
Impressive visuals, skits and other 
techniques are used to dramatize the 
program which covers: “How to de- 
velop an operation attractive to the 
public,” “How to recruit and train 
personnel,” ‘“‘How to handle advertis- 
ing, promotion and merchandising 
problems.” 

Twenty-six members of SMI’s 
staff attend each convention. Upon 
returning, each must submit a written 
report to make suggestions and offer 
criticisms of all that transpired. 
Through these reports and surveys 
of operator-members and exhibitors, 
SMI has a pattern from which to 
project plans for future events. 

Aside from results of question- 
naires, SMI has another measure of 
its show success. This year 250 man- 
ufacturers had to be turned down for 
lack_of exhibit space. 

The End 
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CONVENTION BUSINESS 


Not Enough Competition Says Justice Dept. 


Before their merger in August, 
1954, Hilton and Statler hotels were 
actively competing for convention 
business, says a complaint recently 
filed by the Antitrust Division, De- 
partment of Justice, in order to 
divorce the hotel chains. The com- 
plaint cites the following numbers of 
conventions by Hilton and Statler 
respectively : 

New York—244, 406; Chicago— 
407, none; Washington—145, 199; 
St. Louis—131, 312; Dayton—90, 
none; Columbus—74, none; Cleve- 
land, none, 279; Detroit—none, 346. 

This, you'll notice, suggests direct 
competition in three cities: New 
York, Washington and St. Louis. 
Although no conventions there are 
mentioned, the complaint also refers 
to competition in Los Angeles. 

The allegation does not confine 
itselt to the charge of eliminated 
competition in specified cities. 

“They also competed substantially,” 
it adds, “in soliciting, throughout the 
nation, (emphasis supplied) regional 
and national convention business for 
various hotels of their respective 
chains.” 

The complaint was filed April 17. 
United States Court of the District 
of Columbia extended the time for 


answering beyond the customary 30 |} 


days to July 11. Dean Acheson’s old 
law firm, Convington and Burling 
is handling the case. 

In the language of the complaint, 
these are the main charges: 

“Actual and potential competition 
between Hilton and Statler in the 
hotel business, including the soliciting 
and servicing of conventions, through- 
out the United States generally and in 
the cities of New York, Washington, 
D. C., St. Louis and Los Angeles 
specifically, has been eliminated. 

“Actual and potential competition 
generally in the hotel business, in- 
cluding the soliciting and servicing of 
conventions may be substantially 
lessened. 

Hilton’s competitive advantage over 
other hotels, including those engaged 
in the soliciting and servicing of con- 
ventions, may be enhanced to the 
detriment of actual and _ potential 
competition.” 

The division asks for divestment of 
“acquired properties in the cities of 
New York, Washington, D. C., St. 
Louis and Los Angeles, and such other 
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properties including stock .. .” as 
the court finds necessary. 

The complaint makes no estimate 
of the proportion of total business 
enjoyed by the merged companies, 
which is estimated generally to be 
low. A report on mergers, just pub- 
lished by the Federal Trade Com- 
mission, argues that such information, 
while important, is neither necessary 
nor sufficient to stop a merger. A 
similar point of view was taken in 
the report of the Attorney General’s 
National Committee to study the 
antitrust law.” 

That is, even if a merger covered a 
large proportion of business, it’s con- 
ceivable that it still would be legal. 
On the other hand, the proportion 
might be small, yet, from the point 
of view of the Clayton Act, illegal. 
Of course, the authorities have a bet- 
ter case to get through the court when 
the percentage is high; if it were close 
to 100%, it would probably win 
hands down. The End 


Newly Styled Throughout 
the Generali 
Ogtethorpe 


The new ownership of this fine 
resort has redecorated the entire 
hotel . . . and two-thirds of all 
guest rooms have been air- 
conditioned. 2 air-conditioned 
ballrooms! 18-hole golf course 
on our own grounds, giant out- 
door pool, boating, fishing, 
tennis, danting. Attractive con- 
vention rates. Write for color 
brochure and information. 


STABILITY 


Convention chairmen have enough work 
to do without breaking in a whole new 
hotel staff. That's why so many chair- 
men elect to come back here year after 
year. Keeping our personnel turnover 
down keeps our convention bookings up. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J. 
Owned & operated by Leeds & Lippincott Co. for 65 years 
Write for illustrated tolder 


EXECUTIVES 
R.W LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. © E.D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS « |. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
LEONARD G. RUNDSTROM 


let us help make your 
next sales meeting 
the best you've ever held! 
WORLD-RENOWNED 


NORTHERNAIRE 


WeEbster 9-7372 


Kk 


KEnwood 6230 


THREE LAKES 
WISCONSIN 


A Great New Place for 
MEETINGS 
in the 


PHILADELPHIA-CAMDEN 


ght 


N. J, ROUTE 38 AT HADDONFIELD RD. 
HADDONFIELD, N. J. 


Private meeting and banquet 
rooms acc ting up to 500 
103 air-conditioned guest rooms 
Dorothy Draper Decorated 
Outdoor Swimming Pool 
Parking for 500 cars 

Putting Green 

Magnificent Restaurant and Bar 
Private bar adjoining Ballroom 


F. R. Clausen, General Manager 


HISTORIC 


ceLecamsbe y 


A distinguished 
setting for 
mectings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and their families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone--tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
cions and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting held in Williamsburg. 


Williamsburg Inn & Lodge 


For des booklet and information 


barr. Grant‘ Washo, Wana a Mince 6-4000 


RERUN UNERERUREN 
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NAME IN LIGHTS, Harold A. Edlund stands before theater used for sessions. 


Thought of Everything and 
Tied It All to Fire Theme 


Butler Manufacturing Co. took over an entire hotel, rented 
a theater and fire engine, and put through as complete a 
set of meeting plans as a dozen imaginations could devise. 


How to cook up a $150,000 sales 
meeting for 750 dealers, yet boil out 
the headaches and miscues that fre- 
quently dilute four-day sales sessions 
was the problem faced in early Feb- 
ruary by the steel buildings division 
of Butler Manufacturing Co., Kan- 
sas City. 

Already the giant of its industry, 
selling one metal building of every 
four fabricated in the world, Butler 
had set a goal of doubling its steel 
building volume in five years. 

Market research showed it could 
be done. 

How was sales to tell the story 
convincingly to Butler builder-dealers 


from all over the United States and 
Canada and so reach this goal? Time 
was short and this meeting had to be 
different. 

In early April Butler opened the 
first of two four-day “Sellarama” 
sales meetings, built around a red-hot 
fire department theme. 

So brightly did the flames of en- 
thusiasm burn following the sessions 
that sales gains were scored in the 
same month, despite the fact that all 
builder-dealers were off the job a 
week or more each to attend Sella- 
rama. 

How did Butler do it? Precision 
planning to the most minute detail 
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was the chief ingredient. 

Sellarama began formally Feb. 7 
as a seven-page planning memo from 
Chris Stritzinger, Butler advertising 
and sales promotion manager, to ten 
Butler officials. The memo set out 
goals of Sellarama, and outlined 
broadly responsibilities of each indi- 
vidual. 

It set out proposed schedules, 
estimated travel costs to bring 750 
men to Galesburg, Ill., and every 
other budget item. 

First memo went into great detail 
on estimated attendance, handling of 
invitations, plant and product display 
tours, providing Butler stenographers 
for the builder-dealers during the 
meetings with ample _ stationery, 
stamps and writing thank-you letters 
in advance so they could be mailed 
out the last day of each four-day sales 
meeting. 

For example, the seven-line para- 
graph on photographs to be taken, as 
listed in the original memo, eventual- 
ly grew into a five-page detailed 
schedule for the four photographers 
who covered Sellarama from every 
possible angle. Five lines on publicity 
plans were expanded into four pages 
of specific goals. 

Specific assignments were made of 
men to prepare printed materials, 
check menus for the breakfasts, 
luncheons and dinners, check and re- 
check room assignments, plans for 
entertainment. 

Advance trouble shooting was done 
by thinking of all the things that 
could possibly go wrong, such as late- 
sleeping stragglers getting the first 
morning sessions off to a late start. 

Solution in this case was to open 
each AM with a movie. The handful 
of latecomers thus could arrive quietly 
and be there for the real meat of each 
morning meeting—two-act stage play 
in which Butler presented its kev 
messages. 

Early detail planning fell to Har- 
old A. Edlund, general sales manager ; 
Wilbur B. Larkin, steel buildings di- 
vision manager; R. J. Atkinson, steel 
buildings sales manager ; T. E. Neyer, 
assistant to Atkinson; Floyd B. Todd, 
steel buildings sales training director ; 
Arvid A. Schoning, division manager 
at Galesburg where he manages the 
largest plant in the world fabricating 
metal buildings, and R. H. McKinley, 
E. J. Howse, D. C. Etheridge and 
R. C. Schaub of Stritzinger’s depart- 
ment. 

Building the Sellarama around a 
firehouse theme, planners introduced 
the fire department note wherever 
possible. 

Travel plans held many potential 
headaches. A travel agency in Kansas 
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City, Berry Tours, was called in to 
handle reservations that reached from 
Delhi, India, through Alaska, to Sas- 
katoon. Eight girls worked two weeks 
to handle the detail of reservations. 
It ended as a $50,000 travel tab which 
Butler paid. 

Butler bought out the 215-room 
Hotel Custer in Galesburg for virtu- 
ally all of two weeks, used another 
hotel and three motels to house Butler 
personnel so builder-dealers could all 
live in the Custer, which was Sella- 
rama headquarters. 

A fire truck was rounded up to 
greet arriving dealers at two railroad 
stations in Galesburg and to escort 
them on tours. A clown band was 
employed to add color. 

Buses were chartered to make the 
trips from hotel to the Galesburg 
plant, to the new product display, to 
an outdoor barbecue on the lawn of 
the Soangetaha Country club and to 
a Butler-built model dairy farm five 
miles west of Galesburg. 

Police escorts were arranged for 
and special parking arrangements in 
the block around the Custer were 
granted. 

Planning trips took most of the 
Sellarama personnel to Galesburg at 
least once in advance of the meeting. 
There, daily schedules were worked 
out, hotel arrangements completed 
and housing, feeding and entertaining 
were studied and planned in detail. 

Sellarama in March became almost 
a full-time business for the 10 plan- 
ners, 

Checking meetings of the whole 
group were held Feb. 16, March 1 
and March 15. After that work went 
forward with smaller, frequent meet- 
ings, by telephone, wire and letter. 

A six-piece invitational barrage 
went out to the Butler builder-dealers. 
Each builder-dealer received a hand- 
some leather pocket secretary contain- 
ing his transportation tickets and re- 
turn reservations, gaily colored cards 
of invitation to the luncheons, dinners 
arid other entertainment features of 
Sellarama, advice about what kind of 
clothes to bring (long-range forecast 
was for rain). 

To tell its sales stories Butler 
wanted a different format, settled 
finally on a four-day stage show each 
of two acts. 

Butler ad agency, Aubrey, Finlay, 
Marley & Hodgson, Inc., Chicago, 
was handed this assignment. Ken M. 
Hill, vice-president of AFM&H and 
Butler account executive, and Ed 
Brennan, assistant account executive, 
were told Butler wanted a livelier 
presentation than the usual sales meet- 
ing speeches. 

Hill and Brennan engaged Herb 


Governor CuiinTon 
Otters an excellent 

VU aiety of rooms for 

E very convention, sales 

Ray. banquet or meeting. 

Newly decorated interiors, 
Qutstanding facilities and 

Realy gracious service. 


Cc entrally and convoniently 
L ocated in midtown 

fi]200 outside rooms with bath, 
WN o-tip servidor, radio, 21" TV. 
T en to 500 accommodated in 


Ou 15 public meeting rooms. 
Notity Shepard Henkin, Dir. Sales 


7th Avenue & 3lst Street 
New York City 


Opposite Penn Station... 

Adjacent to famous 34th St. 

Shopping Center .. . 1 block 

from Gimbel’s, 2 blocks from 
acy’s. 


The RIGHT Hotel... 


in a Great 
Convention City! 


R it3- 
Carlton 


ON THE BOARDWALK 
ATLANTIC CITY 


Nearest boardwalk 

hotel to Convention 

Hall. Complete convention 
facilities for up to 600 
persons on one 

fioos. Famous 
Merry-Go-Round 

oom. All suites 

and bedrooms 

ocean view 


Convention Rates 


trom +6 


SINGLE 


from +3 


DOUBLE 


Write or phone 

Atlantic City 4-305) 
Michael T. McGarry 
General Manager 


TIPS FOR PLANNING 
TOP-FLIGHT CONVENTIONS 


Frankly, most conventions are more 
so-so than sensational. Yet you can 
pion success into your arrangements 
jus: »s expertly as you would order a 
block of hotel rooms or line up a 
string of speakers. Just follow these 
four steps: 

First, pick a place that’s fun to visit. 
(San Juan, Puerto Rico, fits this to a 
tee. Tropical, jewel-like setting, golf, 
deep-sea fishing, swimming, sporting 
events, after dark festivities.) 
Second, look to the climate. Foul 
weather is always too well remem- 
bered. (San Juan averages 76° daily 
with sunshine assured). 

Third, ample facilities. (San Juan 
has modern air conditioned hotels— 
4 within walking distance of one 
another — plus all the exhibit and 
mecting room you want). 

Fourth, easy access. (San Juan is just 
a few air hours from anywhere. Typ- 
ical round trip fares: from New York 
$128, from Chicago $151, from Cleve- 
land $174. No passports, red tape or 
foreign currency). Get complete de- 
tails from Dept. SM7—Division of 
Tourism, Commonwealth of Puerto 
Rico, Room 474, 579 Fifth Avenue, 
New York. 


Meetings 
\ 
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Resorts x 


In 
The 
Midwest \ 


Gakten Manor? 


Pewaukee Lake, Wisconsin 
Merely 2 hours from Chicago 


| Nippersink Manor 


l 

| Genoa City, Wisconsin 

i Merely | hour from Chicago 
! Shinderman Management 


1677 N. Michigan * Chicago 11, til = eet 


\ Sam Lippert, Convention Sales Manager 


re ee ee ee a a ee re ee 


98 


Futran, for 20 years a free lance 
writer and producer in radio and 
television in Chicago. 

Orpheum movie theater in Gales- 
burg, next door to the Custer, was 
rented. A crew of stage hands was 
assembled and a tight timetable to 
use the theater was worked out. 

From noon until midnight each day 
the Orpheum presented its movies to 
the usual customers. At midnight the 
transformation to the home of Sella- 
rama began. Everything from the 
marquee to backstage was changed. 

Futran, Hill and Brennan ham- 
mered out a script. 

Meantime Butler officials hurried 
to completion, in some cases months 
and months ahead of schedule, new 
product features to be unveiled at 
Sellarama, new tools and new ap- 
proaches to sales problems. 

As each was finished, script writers 
were notified to incorporate it, some- 
times as a major feature. This made 
the script an evolutionary piece of 
writing, that grew and changed shape 
almost up to curtain time the first 
day of the opening sales session. 

By now Sellarama was set up on 
this schedule: 

Breakfast for everyone at 7:30 AM. 

To insure prompt rising, a portable 


ST. GLAIR HOTEL 


Michigan Bivd. at Ohio St. 
Chicago 11, Ill. 


6 Large Ai> Conditioned 

Meeting & Banquet Halls 

Accommodating 20-250 
Persons—8000 Sq. Ft 


peeseseeseesce 


600 Outside Sleeping 
Rooms—450 Overlooking 
Lake Michigan 


Owner Management Assures 
Personalized Service 


For Complete Information 


Address D. J. Gardner 


red light and siren were mounted on 
a hand truck, wheeled through hotel 
halls at 7 Am daily, screeching its 
command to awake while a wake-up 
detail pounded vigorously on doors 
and served hot coftee to builder-deal- 
ers. 

Each morning a four-to-eight-page 
Butler Siren tabloid, with schedule 
for: the day and, story and picture 
highlights of the previous day, was 
put under each builder-dealer’s door. 
This gave each man a handy summary 
of high points of every session, photos 
of himself in groups, pictures of prod- 
uct displays and stage show. 

‘Thirty-minute sales movie in Or- 
pheum at 8:30 am was followed by 
first act of show. Coffee break in 
Custer with rolls or doughnuts was 
scheduled at 10:15 with second act 
30 minutes later. At noon a major 
Butler official spoke at luncheon. 

Trip to giant outdoor new product 
display on grounds of Butler plant 
followed lunch. Every component of 
the 512 combinations of buildings in 
the new line was set up, painted in 
gay colors, with bright-hued pennants 
and flags lending a circus atmosphere. 

Returning from product display 
at 4:00 pm, dealers had cocktails and 
dinner at 6:00. At 9:00 pM fire house 
saloon, an old wild West gaming es- 
tablishment accepting only Butler 
special money, was opened. Then a 
professional auctioneer sold off 30 
prizes (luggage, appliances) to win- 
ners. 

Similar morning schedule was set 
for the second day. After lunch deal- 
ers boarded buses for a trip to Ross 
Grifith dairy farm. Here a model 
dairy setup in three Butler steel build- 
ings enabled Griffith to up-grade pro- 
duction from C to Grade A milk, 
raising his income and enabling him 
to increase size of herd while reduc- 
ing his labor. 

They returned to the hotel at 4:00 
pM and by 5:45 were off by bus to an 
outdoor barbecue at the country club. 

Morning schedule followed the 
regular pattern on the third day but 
the afternoon included: tour of giant 
Knox box factory, housed in Butler 
buildings; forum of Butler builder- 
dealers on sales problems; bull ses- 
sions in buli session rooms available 
throughout the four days. 

‘Cocktails in the evening were fol- 
lowed by awards dinner where Butler 
Club certificates were presented to 
builder-dealers who had sold half a 
million dollars or more of Butler 
metal buildings. Each dealer and all 
his salesmen present received Butler 
“millionaire” gold tie clasps from 
Glen C. Speakman, Butler vice-presi- 
dent in charge of sales. 
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Morning schedule started a half 
hour later on the last day. A tour of 
Butler Galesburg plant followed 
lunch and dealers returned to Hotel 
Custer by 3:30 pm to prepare for de- 
parture from Galesburg. 

Preparation of printed materials 
to be handed out during the meetings 
was a massive job. Writing, laying 
out and supervising production, much 
of it in Butler’s own printing shop at 
headquarters in Kansas City, was 
done in final weeks before April 4. 

Altogether more than a railroad 
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[horbon, 
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ATLANTIC CITY, N. J. Ayotel 


Outstanding Facilities 
at Sensible Prices 


lf you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
Investigate the facilities at the Jefferson 
: . Atlantic City’s leading moderately 
priced hotel. Famous for its excellent 
cuisine and outstanding facilities, the 
Jefferson's completely trained convention 
staff is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON.- 
DITIONED auditorium. 

@ 468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@® EXPERIENCED STAFF to 
handle all details. 


For complete details and information 
for future bookings, write, wire or 
telephone Charlies A. Fetter, General 
Manager. 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 
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box car of material was shipped to 
Galesburg and distributed there. This 
included samples of direct mail pieces, 
proofs of ads, brochures and folders, 
order forms for radio and television 
spot announcements, envelope stuffers, 
mat service booklets, color photo- 
graphs and jumbo form mailers. 

Keeping to the fire theme, one en- 
velope of such material was labelled 
in red: “Hot Butler Sales Helpers 
Inside” with words coming out of the 
megaphone of a fire chief. Below was: 
“New Sure-Fire Advertising Ma- 
terials for Butler Builders.” 

Meals were named for fire themes: 
Fire Chief’s breakfast, Hook and 
Ladder breakfast, Pumper company 
breakfast and Hydrant ‘Twister 
breakfast. 

On arrival each builder-dealer was 
met at the train by Butler personnel 
in red felt fire hats. Identifying badges 
called each builder “chief,” and were 
framed in red flames. 

A long red carpet rolled out for 
dealers at the hotel and Sellarama 
signs with red flames outdoors and in- 
doors were placed in every location 
an eye might look. 

Registration was made as easy as 
possible, with prepared lists of names 


The Traymore 


The Ambassador 


The Belmont Plaza 


OTHER TISCH HOTELS 
New York THE McALPIN 
Lakewood, N.J. . LAUREL-IN-THE-PINES 
Highmount, N. Y. . . THE GRAND HOTEL 
West End, N. J...... SAND AND SURF 


—E AND MADISON 


|C AGO 


nL ty 
@ Complete facilities adaptable vo 
any type of function 
@ Personalized attention to 
every detail 
® Convenient to railroad terminals 
@ Located in the center of 
downtown Chicago 
® Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 
WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


A.M. QUARLES M.P. MATHEWSON 
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MIRAMAR 


HOTEL RESORT 


21 Garden Acres 
by-the-Sea 


You can be as active here as you 
wish, or relax as you please. 


Accommodations for conventions any 
size to 300 guests—or sales meetings 
—with 5 private dining or session 
rooms. Cocktail lounge, dining room, 
and modern garage. 
Miramar's private sandy beach will 
delight you. Heated swimming pool, 
also tennis, shuffle boord, croquet. 
Just 90 miles from Los Angeles, in 
suburban Montecito. Special group 
rates on request. European plan. Your 
inquiries will receive the personal 
interest of — 

William P. Gawzner, Manager 


CLUE ROOFS BY THE BLUE Sea 
Santa Barbara 
MIRAMAR 
HOTEL AND COTTAGES 
coast me A late 


wat Bante 


Fees 


|W THE MoTOR cry 


ENJOY THE FRIENDLY 
ATMOSPHERE OF THE 


DETROIT - LELAND 
HOTEL 


800 OUTSIDE ROOMS 
WITH BATH AND FREE RADIO 
IN 


DOWNTOWN DETROIT 


12 ROOMS ACCOMMODATING 
UP TO 400 FOR MEETINGS 
EXHIBITS AND BANQUETS 
GRENADIER DINING ROOM 

AND LOUNGE BAR 
ALSO COFFEE SHOP 
AIR CONDITIONED 


Teletype DE-1062 
Phone WOodward 2-2300 
Wm. H. Chalmers, General Manager 


| larama 
| ample notepaper for the sales sessions, | 
two promotional Butler folders, a | 
| package of aspirin (“Headache? But- | 
ler thinks of everything, whether it’s | 
| steel buildings or headaches!’’) and a 

| conversation piece, chemically treated 
| paper which, touched with a cigarette, | 
| burns down six lanes to a finish line | 
to see which race horse wins. (Horses | 
| were named for company executives 
| with fire-theme titles.) 


| for each day, 


Famous 


for its “turn of the century 
service” convention commit- 
tees find The DENNIS staff 
conscientious specialists in 
executing the minutest de- 
tails of their requisites. 


we offer 
- +--+ 10 modern’ meeting 
rooms for 10 to 400 persons 
. Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 
500 immaculate, beauti- 
fully appointed guest rooms, 
many with ocean view. Singles 
from $8; doubles from $11 


For inf write 
John &. Leishman, Director of Sales 


Heed HNN 


| and room assignments set up alpha- | 
| betically in advance. Arrival times | 
| were known in almost every case. 


Registration headquarters was in 
a 16 by 16 Butler Panl-Frame steel 
building set up in the Custer lobby, 


| where fire-hatted Butler secretaries | 
| handled 
| handled phone messages and kept a | 

big blackboard posted up to date. 
| Each arriving builder-dealer was | 
| handed a 10 by 12-inch blue Sellarama | 


registrations, took letters, 


hard-covered binder containing Sel- 
letterheads and _ envelopes, 


Included in binders was a Sella- 


rama mechanical pencil in Butler blue | 
and a_ pocket-sized notebook. The. | 
| notebook gave the detailed schedule 
maps of the interior | 
| layout of Custer Hotel and of Gales- 


burg with plant and other important 


locations noted. It contained complete | 
| daily 
| Galesburg with arrival times in key 
| cities, 
| wires and mail, find a drug store or 


train schedules to and from 
information on how to send 


barber shop, get secretarial service, 


| phone calls and messages, taxis and 


information. 
It listed the name of a doctor and 


| a dentist and one of the early arrivals, 
| Wiley Banes, Albuquerque, N. M., 


called on the latter to have an aching 
molar extracted. 

Plenty of Butler sales personnel, 
familiar with the builder-dealers 
from their territories, were assigned 


| to see that rooms were comfortable, 
| meals were okay, baggage was handled 


correctly and to smooth out any 

small bumps that might develop. 
Opening up its first show, Butler 

officials wondered what impact Sella- 


| rama would have. They knew their 


story was sound: 


From 47 


combinations of metal 


| buildings Butler had engineered and 


redesigned and then retooled at a 


| cost of over $300,000 for a wholly 
| new line of 512 combinations of 
| buildings, yet had reduced the num- 


ber of parts to be stocked by more 
than two-thirds. 


One new product feature, a new 


| drive-fast rivet, could cut roofing time | 


in half, was five times faster than the 


| old method of bolting roof panels on, 


required only one man with a regular 


‘| JUGEND BARN 


FABULOUS 


GREAT BARRINGTON, MASS. 
provides an unforgetable 
setting for 
CONFERENCES « MEETINGS | 
FORUMS 
e 
Comfortable, clean 
accommodations for groups up 
to 250 persons 
The best food obtainable 
Large Assembly Hall 
Country atmosphere 
Ample parking 
Recreation facilities for 
relaxation between sessions 


Golf nearby 


Exceptional Rates 
Write or phone 
L. H. CRAFTS, Mgr. 
Great Barrington 32, Mass. 


Phone 434 


0000000000000 


Send for 


4-COLOR BROCHURE 
CONVENTIONS 
and 
SALES INCENTIVE 


programs! 
Fred Collier, Manager 


Aes _ 


Oceanfront, 25 to 26 st. 
Miami Beach 


he de ee 
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E> Poop SeaPiching» 


No Competition 
For Attention 


And everything to insure a per- 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
of 300 will find attractive meeting 
rooms, comfortable accommoda- 
tions, superb bar and banquet 
service. All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia. 


Check With Us! 


POCONO MANOR 


POCONO MANOR, 


JOHN M CRANDALL, General Manager 


HOW 
T0 
BOOST 
CONVENTION 
ATTENDANCE 


Spread * 
i the word 
eround that 
fun-filled 
Montauk Manor is this 
year’s convention spot 
and attendance will soar! 
It's New York’s smart vacation spot! 


ACCOMMODATES UP TO 350 
200 ROOMS WITH PRIVATE BATHS 
LARGE & SMALL MEETING ROOMS 

FIREPROOF RICH 

ve eolesienpent M. TOOHILL 
Cabana & Club + 18 hole Managing 

pom Teh ae! golf course Director 

Tennis courts * Cocktail 

>», and supper dancing 

\ Top Entertain- 
; ment. 


hammer instead of two men with | 


wrenches. 

One sales.tool Butler had helped to 
develop was a projector for salesmen 
on which both film and sound could 
be stopped any time with a flick of a 
finger switch, to enable the prospect 


to ask questions or the salesman to | 


make a point, then turned on to con- 
tinue the presentation without any 
further adjustment. 

The beefed up 1955 advertising 
program (up to $250,000 to $1.25 
million) was dramatically unfolded 
with giant color blowups of the covers 
of magazines Butler has schedules in 
this year. 

Special tape recorded greetings to 
the builder-dealers were featured at 
the luncheon sessions. They came 
from such notables as Secretary of 
Commerce Sinclair Weeks, Clem T. 
Johnstone, president, United States 
Chamber of Commerce, 
Watt, vice-president, U. S. Steel, and 


others. Taped newscasts of Galesburg | 
station WGIL, featuring interviews | 


of Butler personnel and builder-deal- 
ers, also were played daily. 


firm and set up a press room in the 
Custer to turn out quick stories and 
photos on builder-dealers which were 


sent to their hometown newspapers. | 
| Coverage also was provided in papers | 


in Butler plant cities, wire services, 


| business and other trade papers and | 


magazines. 
As Sellarama surged into its second 


§| session, Butler brass became convinced | 
| they could double sales in three years | 
| instead of the original five and begaa | 


to say so. 


Attendance at the fourth day ses- | 
sions, notably lagging at many sales | 
meetings, was as high as on the first | 
| day. 
An important by-product to grow | 


out of Sellarama was an erection 


|| clinic for crews that builder-dealers | 
|| use to put up Butler buildings. Started 


as a small operation which would 


make use of the giant outdoor build- | 
it grew | 


May 16 and 17 | 


ing and components display, 
to almost 200 men, 
at Galesburg. 


Payoff comment that pointed up the | 


smooth-running meeting that pinpoint 
planning had produced was this from 


| a dealer: 


“From what I learned here I know 


| I can sell $24,000 worth of buildings 
| the first day I’m home.” 


And when the April sales figures 
began coming, they proved that al- 


though Sellarama took a lot of sales- | 
men away from their territories for | 


almost half a month in many cases, 
sales were up everywhere. 


Herbert | 


To build | 
good will and publicize the meeting, | 
Butler employed a public relations | 


The 
Cavalier 


A RESORT CLUB 


Closed Circuit 
Television and 
New Meeting Rooms 


—trecently added to our already ex- 
ceptional convention facilities now 
make The Cavalier an outstandingly 
superior choice for groups from 10 
to 500. All sizes and types of air- 
conditioned accommodations for ali 
phases of your group’s activities . . . 
most modern equipment including 
closed circuit television, public ad- 
dress system, IBM rostrum, sound 
movie projector, recording equip- 
ment and portable stage . . . and 
nowhere so diversified recreational 
facilities. 


VIRGINIA BEACH, VA, 


— ™ 


convention center por excellence 

for as many as 500 persons! 
Twelve beautifully decorated air-conditioned 
function rooms of varying size, plus good ex- 
hibit facilities. 400 outside spacious rooms, all 
with bath and radio. 
Renowned for superior food and gracious 
New England hospitality. 


Hotel 


WILLIAM T. BIGLER, General Marager 
oe: Commonwealth Avenue 


Telephone KEnmore 6-2770 


HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


or ar HOTEL 


AUGUSTA, GEORGIA 
*"Golf Capital of the Notion" 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED . . . including 
®@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
® Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 
% Harold Lieberman, General Manager 


Washington’s 
Largest Ballroom 
is now re-opened! 


In addition to Washington’s most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar facilities have 
been modernized and expanded. New 
adjacent garage facilities are available. 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention information. 


Douglas A. Stalker, 
General Manager 


Teletype WA-732 
Telephone 


NAtional 8-4420 
AN ABBELL HOTEL 


“The 
UUILLARD 
WoshinzteuD.c. 


14th Street and Pennsylvania Avenue, N. W. 
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INDEX TO ADVERTISERS 


Hotel Adolphus (Dallas) 
Agency: The Jordan Co. 
Aero Mayfiower Transit Co. 
Aegncy: Caldwell, Larkin & Co. 
The 1 (Yosemite National Park, 


Hotel Algiers a gr Beach) 
Agency: Harris Whitebrook 


Allied Van Lines, Inc. 
Agency: McCann-Erickson 
Alpine inn, Rec'd. (Quebec) 
American Airlines, Inc. 
Agency: Lennen & Newel 
American Decorating Co. 
American Neckwear Mfg. Co. 
Agency: Food Research & Advertising 
Arizona Biltmore Hotel (Phoenix) 
Agency: Arthur Meyerhoff & Company 


Atlanta Biltmore Hotel (Atlanta) 
Agency: Harvey-Massengale Company, 


Bahamas Government Development Board 
Agency: Grant Advertising, Inc. 
Baker Hotel (Dalias) 
Agency: Alert Advertising Agency 
Bal Harbour Hotel (Miami Beach) 
Balmoral Hotel (Miami Beach) 
Agency: Harris & Whitebrook 
Belleview Biltmore Hotel (Belleair, Fia.) 
Agency: Koeh!, Landis & Landan, Inc. 


The Bellevue- Strattera (Philadelphia) ... 
Agency: Arndt, Preston, Chapin, Lamb & 
Keen, Inc 
Biscayne Terrace Hote! (Miami, Fia.) ... 
Agency: Harris Whitebrook 
Bon Air Hote! (Augusta) 
Agency: Koeh!, Landis & Landan 
Braniff international Airways, Inc. 
Agency: R. J. Potts-Calkins & Holden, Inc, 
Breezy Point Lodge (Breinerd, Minn.) ... 
Agency: Harry Atkinson, Inc. 
Bright Angel Lodge 
(Grand Canyon, Ariz.) 
Agency: John W. Shaw Advertising 


Brown Hote! (Louisville) 


Agency: Doe-Anderson Advertising Agency 


Buena Vista Hotel (Biloxi, Miss.) 


Camelback Inn (Phoenix) 
Agency: Swafford & Company 
Capex Company, inc. 
Agency: The Vanden Comp 
The Cavalier (Virginia Beach) 
Agency: Laura Lambe Advertising 
Cellomatic 
Agency: Harold A. Jacobs Co. 


Chalfonte-Haddon Hall (Atlantic City) .. 


Agency: Gray & Rogers Advertising Agency 


Cherry Hill inn (Haddonfield, N. J.) .... 
Agency: Koeh!, Landis & Landan, Inc. 


Claridge Hotel (Atlantic City) 
Agency: Dorland Advertising Agency 
Hotel Clari (Memphis) 
Agency: Cole & Company 


Commercial Picture Equipment 


Da-Lite Screen Co., Inc. 
Agency: Gourfain-Cobb and Associates 


Dartnell Corporation 
Agency: Arthur C, Barnett Agency 


Daytona Beach Convention Bureau 
Agency: Charles Corsi Advertising 


Hotel Del Coronado (Coronado, Cal.) .. 
Agency: Swafford & Co. 


Delta C & S Airlines 
Agency: Burke Dowling Adams 


Hotel Dennis (Atlantic City) 
Detroit-Leland Hotel (Detroit) 


DiLido Hotel (Miami Beach) 
Agency: Advertising Trade Service 


Agency: Koehl, Landis & Landan, Inc. 


Drake Hotel (Chicago) 
Agency: Grant Advertising 


Drake Hotel (Philadelphia) 
Agency: Koehl, Landis & Landan, 


Eastern Air Lines 
Agency: Fletcher D. Richards 


Eastman Kodok Co. : 
Agency: Charles L. Rumrill Co. 
ea = Gulf Hotel 
(Edgewater Park, Miss.) 


Ellinor Village (Daytona Beach) 
Agency: Ladd, Southward, Gordon 
Donald, inc. 
El Rancho Hotel (Sacramento, Cal.) .... 
El Tovar Hotel (Grand Canyon, Ariz.) . . 
Agency: John W. Shaw Advertising 
Emerald Beach Hotel (Nassau) 


Agency: The Jordan Co. 


Empress Hotel (Miami Beach) f 
Agency: Roland-Bodee and Flint Advertisi 


Fontainebleau Hotel (Miami Beach) 
Agency: Harris & Whitebrook 


Furness Lines . 
Agency: Wendel! P. Colton Co. 


Galveston (Texas) : 
Agency: Alert Advertising Agency 


Gardner Displays 
Agency: W, Craig Chambers 
General Gee hs Any megs 
Agency: Perr 
The General Oglethorpe Hotel (Savannah) 
Gibraltar Corrugated Paper Co. 
Agency: Ruder & Finn Associates 
Golden Gate Hotel (Miomi Beach) 
Agency: Roland-Bodee & Flint Advertising 
The Hotel Governor Clinton (New York) 
Agercy: Koehl, Landis & Landan, Inc. 
Grand Hotel (Point Clear, Ala.) 
Agency: Morris Timbes Advertising Agency 
The Soocgeter (White Sulphur Springs, 
Agency: Robert Conahay, 


The Grossinger (Grossinger, N. Y.) 
Agency: Blackstone Advertising, Inc. 


Jam Handy Organization 
Agency: Campbell-Ewald Co. 
The Harwald Compony, Inc. 
Agency: Ross Llewellyn, Inc. 
High Point Inn (Mt. Pocono, Pa.) 
gency: Koehl, Landis & ! andan 
Hotel Hollenden (Cleveland) 
Agency: Koehl, Landis & Landan, Inc. 


Hollywood Beach Hotel (Hollywood, Fia.) 
Agency: Harris & Whitebrook 


Hollywood Knickerbocker Hotel 
ollywood, Cal.) 
Agency: Mort Goodinan Advertising 


Nonyaee? Roosevelt Hotel 
(Hollywood, Cal.) 


The Homestead (Hot Springs, Va.) 
Agency: Edward Howard & Co 


The Inn (Buck Hill Falls, Pa.) 


Agency: Needham & Grohmann 
International Amphitheatre 


Ivel Corporation 
Agency: The Wexton Company 


Jefferson Hotel (Atlantic City) 99 


Jug End Barn (Great Barrington, Mass.) 100 
Agency: Gunn-Mears Advertising Agency Corp. 


Jung Hotel (New Orleans) ..... 
Agency: Alert Advertising Agency 


Kenmore Hotel (Boston) 


Kentucky Hotel (Louisville) 
Agency: Doe-Anderson Advertising Agency 


Key Biscayne Hotel & Villas (Miami, Fia.) 
Agency: Bishopric Green Associates 


LaFonda Hotel (Santa Fe, N. M.) 
Agency: John W. Shaw Advertising Agency 


Lake Lawn Lodge (Delavan, Wis.) 
Agency: Arthur Towell, Inc. 
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Howard Lonin Management, Inc. 

LaSalle tases py ones gl 

Las Olas Inn (Fort Bg mente vn Fia.) . 
Agency: Gilbe rmey Associate 

Las Vegas Convention Bureau 

Lennox Hotel on a Ter 


Agency: H. ye B 


Long Beach Convention and 


Agency: ivertising Agency, Inc. 


Manpower, Inc. 
Agency: Bozell 
Mayfair Hotel (St. Louis) 
Agency: H. George Bix 
Massaglia Hotels 


McAllister Hotel vom ag Fila.) 
Agency: M. H. He 


Albert Meltz Studios 
Messmore & Damon 
City of Miami Beach 
Agency: August Dorr 
Miramar Hotel aste Berbara, Cal.) . 
Agency: T K le Company 
Mississippi Gulf Coast 
Agency: Dixie Advertisers 


Montauk Manor (Monteut. ba 
Agency: Wendell P. C 
Mont Tremblant Lodge, Mont ek 
+» Can.) 
Agency: Arndt, Prestc 
Lamb & Keen, [nc 
Hotel Morrison (Chicago) 
Agency: Patton, Hagerty 
Ira Mosher Associates 


Mount Washington Hote! 
(Bretton ze. N. iH. ) 


gency The Gou 


National Airlines 
gency: Grant A 

National Guard Armery 
gency: Larrabee A 


The National Hotels Co. 
Agency: Alert Advertising Agency 
Motes New Yorker (New York) 
Agency: Needham & Grohmann 
New York Trade Show Corp. ......... 
Agency: Koehl, Landis & Landan C 


ietet og wid (Minneapolis) 
Agency: Ruthrauff & Ryan, Inc. 
Nippersin Manor ag pee J City, Wis.) .. 
y Aid 


Sale 


North American Van Lines 
Agency: Applegate Advert 


3rd Cover 
ng Agency 
Northernaire Meg nd Lohes, Wis.) 95 
Art Te 


Agency 


Nothwest Airlines, Inc. 49 


gency unninghar 


Ohio Displays 


gency: James Howson Advertising Agency 


City Chamber of C ce .. 
: J. Stewart Beli Advertising 


Obiak 
Agency 


Oravisual Company, Inc. 


sty vs Beach ay ge Hates (Palm Beach) 


gency: Bevis Ty Inc. 
Parisian Novelty Poe 
Agency: Robert Peterson Advertising Agency 
Hotel Peabody (Memphis) 
Peninsular & Occidental Steamship Co. . . 
gency: August Dorr Advertising 


Phoenix Chamber of C 
Agency: Jennings & Tho 


mpson 
Pocono Manor (Pocono Manor, Pa.) 
Agency: Arndt, Preston hapin 
Lamb & Keen, Inc 


Princeton Inn (Princeton, N.J.) 
Agency: Needham & Gro 


Puert Rico Visitors Bureau = 
Agency: Donahue & Cc 


hmann 


Radio Corporation vd yy 
Agency: Al Pau! Left Inc 
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Railway Express Agency 
Agency: Benton & Bowle 
RCS Studios 
Reno Chamber of C 
Agency: Thomas 
Richmond Hotels 
Agency: Dombrowe 
Ritz-Cariton Hotel {Atlantic City) 
Agency: Abner J. Gelula & Associates 


Royal York Hotel (Toronto) 
gency: Kenyon & Eckhard 


St. Clair Hotei (Chicago, Ill.) 


Sans Souci “8 (Miami Beach) 
Agency: E. M. Eisfeld Advertising 


Saxony Hotel (Miami Beach) . 
Agency: E. M. Eisfeld Advertis 


Sea Isle Hotel (Miami Beach) © 

Agency: E. M. Eisfeld Advertising Management 
Seville Hotel — Beach) 

Agency: Harris 


Hotel Shelton (New York) 
Agency: John McLane 


ng Management 


hitebrook 


Sheraton Corporation of America 
Agency: Batten, Barton, Durstine & Osbor 


Hotel Sherman 
Agency: Kastor 


The Shoreham (Washington, D. C. 


The Skyline Inn re Pocono, Pa.) 

Agency: Gunn-M ; Advertising Agency Corp. 
Skytop Club (Skytop Pa.) 

~~ Arnd ton, Chapin 

Lamb & os o 

Southwest Hotels, Inc. 

Aaency: The Albert J. Barne 
Split Rock Lodge & Club 

(Whi aven, Pa.) 

Agency: Ted 


Stanley Hotel (Estes Park, Colo.) 
Agency: Irving J. Rosenbloom Advert 
Agency 
State Fair of er. 
ee: WwW . She 


erger Associates 


Agency: Irving J 
Agency 


Sun Valley 
Agency: The Caples Company 
Sylvania Hotel (Philadelphia) 


Hotel Syracuse, Inc. (Syracuse, N.Y.) .. 
Agency: Spitz Advertising Ayency 


Jack Tar Rotem 
Agency: Gr 


Tisch Hoteis 
Agency: Koeh! 
Todd Enterprises 
Trans Canada Airlines 
Agency: Cockfield, Brown & Co. 


Trans World Airlines 
Agency: Batten, Barton 


2nd Cover 
Durstine & Osborn, Inc. 


United Air Lines, Inc. 
Agency: N. W. Ayer & Son 


U. S. Hotel Thayer (West Point, N.Y.) .. 


Agency: Needham & Grohmann, Inc, 


Viesy Dork Hotel (St. Petersburg, Fia.). 
Agency: Griffith-McCarthy, Inc. 


Hiram Walker, Inc. 

Agency: C. J. LaRoche, & Co. 
Western Air Lines 

gency: Buchanan & Co., | 


Western Hotels 
Agency: Botsford, Constantine & Gardner 


Hotel Westward Ho (Phoenix) 
Agency: Advertising Counselors of America 
The Wigwam (Litchfield Park, Ariz.) .... 
Agency: Swafford & Co, 


Willard Hotel (Washington, D. C.} .... 
Agency: Irving J. Rosenbloom Advertisin 
Agency 


Williamsburg Inn & L 
(Williamsburg, Va. 
Agency: Needham & Grohmann, 


No last minute headaches ... no 
overburdened executives... no time- 
consuming advance preparations. Just 
turn over your convention responsi- 
bilities to us. A full time profes- 
sional staff handles all planning, 
registration, accommodations, enter- 
tainment, etc. Plus . .. Hotel and 
apartments accommodating 40,000 . 
meeting rooms for 50 to 1000 dele- 
gates... air-conditioned auditorium 
seating 2,500 with exhibit space. 


DAYTONA BEACH RECREATIONAL AREA 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA =~ PORT ORANGE 


ra WRITE“ 


| PETER NILES, EXECUTIVE DIRECTOR 

| CONVENTION BUREAU, 533 SEABREEZE Bivod. 
DAYTONA BEACH, FLORIDA 

| OR CALL COLLECT 2-0461 


ew eee Gee cee cee ces eee es ee ee ee ee ee ee 


Meeting Space for 2000 

Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces for 500 

1500 
Eleven Rooms Ranging in Size 
to Accommodate 25 to 125 


Garden Dining for 


Free Parking in Hotel Grounds 


Largest Hotel in Atlanta | 
~~ 
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BEST 


I'VE HEARD 


An exchange of anecdotes and 


facts to help a speaker spice 


his speech and make a_ point. 


Subject: ANSWERING OBJECTIONS 


There is an answer for every cus- 
tomer objection. Sometimes it requires 
a creative imagination of a high or- 
der to squelch an objection. 

A business man responded to an 
advertisement which offered a few 
booklets on the advertised product. 
He added on the coupon he mailed 
back, “Send no salesman.” 

Within 10 days a salesman appeared 
with the request in hand. 

“What's the matter with your com- 
pany?’’ asked the business man. “I 
distinctly wrote ‘send no salesman.’ ” 

“Well,” answered the salesman, 
“IT guess the company thought I was 
as close to ‘no salesman’ as it has.”’ 


Subject: RESULTS 


“What was that explosion on 
Henry’s farm the other day,” asked 
the farmer on the other end of town. 

“T sold him some of my new ‘Lay 
or Bust’ feed for his chickens,” ex- 
plained the grain dealer, ‘and one of 
‘em was a rooster.” 


Subject: COLLECTIONS 


An old reliable company that for a 
hundred years or more always paid 
promptly—taking its cash discount— 
suddenly failed to pay bills. 

The sales manager of the creditor 
company, after four unpaid months 
and many letters went by, called in 
the territory salesman and said, 
“Charlie, we've got a real problem. 
Your best and oldest account hasn’t 
paid its bill for four months and you 
know the outfit has always paid right 
on the button. You'll have to handle 
this delicately. 

“Suppose you go out to Ardmore 
today and see them. What ever you 
do, don’t pressure them for payment. 
We don’t want to lose the account. 
But try to find out what’s wrong. 
Maybe they got a bad shipment. 
What ever it is, boy, use tact.” 

The salesman rushed out to Ard- 
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more, butterflies in stomach, and was 
surprised by the reception. He was 
never received so cordially. 

“What have we done?” asked the 
salesman cautiously. “We have you 
down as our best credit risk and all 
of a sudden you stop paying.” 

“Done? Why nothing,” said the 
purchasing agent with a smile. “You 
see, one month our bookkeeper slipped 
up and didn’t pay your bill. Your 
form reminder was so good, he showed 
it to our collection department. Our 
collection manager used the same let- 
ter on some slow accounts and it 
worked fine. So he asked the book- 
keeper to keep stailing payment on 
your account and to turn over your 
collection letters. 

“My boy, your firm does an out- 
standing collection job. We didn’t 
want to pay your bill while those 
terrific collection letters came. But, 
I’ll tell you what I’m going to do. 
I’ll have cur bookkeeper make out 
a check immediately for you and give 
you a nice order if you'll promise to 
have your collection department keep 
hounding us. Our collections never 
were so good until we started to use 
your letters.” 


Subject: KNOW YOUR CUSTOMER 


A bride of a few months complained 
to her relatives about her husband’s 
continued drinking. “If you knew he 
drank, why in the world did you 
marry him?” asked Aunt Kate. 

“T didn’t know he drank,” replied 
the tearful voice, “until one night he 
came home sober.”’ 


Subject: EXCUSES 


It’s easier to find an excuse for 
failure than it is to do better. Ely 
Sanditen, vice-president, Oklahoma 
Tire & Supply Co., Tulsa, tells this 
baseball story (submitted by Irving 
Fenster) to prove it: 

A rookie was assigned to center 
field his first day in the Major 
Leagues. When the first ball hit to 
center field slipped right through the 


rookie’s mit, the manager began to 
worry. When the second hit zipped 
through his legs, the manager fumed. 
By the time the inning was over and 
the rookie had committed six errors, 
the manager was about to hit the 
dugout roof. 

The manager tongue-lashed the 
rookie up and down and ended with; 
“T’ll get out there next inning and 
show you how that position ought to 
be played.” 

Unfortunately, the manager fared 
as bad as the rookie; he missed every 
ball hit his way. 

When he returned to the dugout 
he walked up to the rookie and 
wailed: “Boy, I didn’t realize how 
bad a job you had done that first 
inning. You got that center field so 
messed up nobody could play it right 
now!” 


Subject: KEEP IT SIMPLE 


Dean F. Sarena, sales promotion 
manager, Field Enterprises, Inc., 
Chicago, says sor ~ people in sales 
work talk too much and offers this 
advice: 

Simplicity is an exact medium be- 
tween too little and too much. There 
are less than 300 words in Lincoln’s 
Gettysburg Address—and over 185 
of those words have only one syllable. 


Subject: DIVERSIFICATION 


One farmer asked his neighbor how 
he was doing. 

“Waaal,” drawled Zeke, “the fil- 
lin’ station and hot dog stand ain’t 
payin’ for seed like they used to, but 
‘South Pacific’ is runnin’ another 
week in my barn.” 


Subject: SALES COOPERATION 


With his cart loaded with cheap 
stationery, a peddler started to hawk 
his wares on New York’s Delancey 
Street. Nobody seemed to want his 
“genuwine linen station’ry and 50 
envelopes for a quarter.” 

Soon a second peddler wheeled his 
cart right beside the first and hawked: 
“Here Y’ are folks! Box of fine sta- 
tionery and 50 envelopes for 10 cents 
—one dime! Pay no more.” 

A crowd gathered to sneer at the 
first peddler and soon bought out the 
stock of the second. 

After the second peddler moved 
away, the first caught up to him two 
blocks away. The two men shook 
hands gleefully and started to divide 
up the quarter-man’s inventory. 

“It worked like a charm,” chuckled 
the first peddler. “Let’s try Mott 
Street next!” 


SM/JULY 1, 1955 


Use North American Van Lines’ 


“PACKAGE”’ 
SERVICE 


Your local North American agent offers a com- 
plete exhibit-display moving service in one 
package. It reduces your over-all display- 
handling costs four ways: 


DOOR-TO-DOOR DELIVERY « Eliminates local 
drayage; often permits set-down on booth site. 
PADDED PROTECTION « Use of soft, quilted 
pads holds costly crating to an absolute mini- 
mum; saves set-up time. 

EXPERT SUPERVISION « Presence of NAVL’s 
experienced display men at both origin and 
destination releases your personnel for produc- 
tive work; eliminates lay-over expense. 

ONE COVERAGE + NAVL’s single coverage 


protects your display in transit, while on ex- 
hibit, and in storage. 


oy. =S ~ = 
Arthur Mitte Inc - = NORTH AMERICAN VAN LINES, Inc. 
an General Offices: 
= Or, FORT WAYNE 1, INDIANA 
North American Van Lines Canada, Ltd. 
Toronto (Downsview), Ontario 


Helpful Brochure FREE! Ask your 
NAVL Agent or write NOW for 
“Display Moving Service,” giving 
practical pointers on Exhibit 
Display Moving. Address 
Dept. SM-755. 


_ VAN LINES, Inc. 


Call your NAVL Agent Topay for 
complete information. Look for this trade-mark 
under ‘“‘Movers” in your telephone book. 


Movers of Household Goods + Office Equipment + Exhibit Displays + Electronic Devices 
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How to plan a meal 


or a Sales Campaign 


A single source of supply—that’s the sure answer to better results at less 
cost . . . whether you’re buying the family’s groceries or the company’s 


sales promotion aids. 


When you consult The Jam Handy Organization you get a complete package, 
covering just about everything you need in visuals, sales training aids and 
film advertising . . . movies, slidefilms, displays, speeches, tie-ins, demon- 


stration equipment, or other sales stimulators. 


That’s why it pays to let The Jam Handy Organization work with you. 
Whether you’re planning a sales meeting, trade convention, or a consume 
selling program, you’re bound to save time, money and effort thanks to 
Jam Handy’s simplified “one-stop service’’—one accounting, one responsi- 


bility, one source! 
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Stage Presentations Technicolor Productions 
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Slides Ze CG Meetings Packages ( Pictorial Booklets tr Speech Coaching 

Skits > : Screen Advertising [ ; Transparencies Ke \ Promotion Pieces 
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